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Rebirth of Ambition Needed 


What this industry needs is a re- 
birth of ambition, and we believe it 
best can be done by telling the story NEW YORK—JUNE 25, 1932 
of the most eminent shoe stylist in 
America. You owe it to yourself to 
read the serial starting July 2, “My 
Life of Style,” by Julius A. Goldberg, 
as told to Ethel Sherman Daniels. It 1 
has within it style source themes stim- IN TH IS ISsu E 
ulating to every reader connected in 
any way with the shoe business. Over 
thirty years ago, he voiced the opinion 
that “beautiful feet and ankles at- | ’ : 
5 Fi ndustry’s Compensation Comes Only from 
— a apace Gin ca y face.” Consumer Through the Retailer By A. H. Geuting 
ce. 
On that platform of sixteen words a | Everybody Walks Stimulating Interest in Walking Shoes 16 
great rans has been develaping. New Round Toe Last for Fall And Why It Promises to Become an 
The biography starts with a lad of Important Style Development 
twelve working from seven in the morn- Pare : ; , : 
ing to six at night for $3.00 a week and Building Customer Confidence in Quality How wer : ha hong Their Bu- 
ends with the glorious line: “Men have PT ee 
always looked at beauty, and now that | The Editor's Outlook By Arthur D. Anderson 
women realize that a well shod foot is a ; : aes 
thing of beauty, there need never be Outings and Golf at Boston Fair New England Hospitality to Prevail 
any fears for the future of the shoe in- 24 
dustry.” A New Trend in Men’s Shoes And How It Fits into the Fall Style 
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Marion, Ind., says: iil ae 
9 +» Says. aa and 
“We, as well as our customers, like _ 
: Freeman Shoes. Excellent leathers— eve 
: fine workmanship—perfect fitting quali- of p 
ties—with loads of style—have made f 
them the most outstanding line of men’s this 
Five Dollar shoes in America today. We vent 
are proud to sell them.” into 
(Signed) The C. & H. Shoe Co. seric 
a. we ager 
thou 
It pays to tie up with a winner! From are 
coast to coast Freeman Shoes are fea- cont 
tured by leading merchants and are worn 
with pride by millions! .... Have you 
a copy of our catalog? 
Sizes 5 to 14 — AAA to EEE f 
ron 
FREEMAN SHOE CORP., Be ort, Wis. Mc} 
tome 
st 
MR. C. L. THOMAS re 
Boor 








Boot AND SHoB RECORDER 
combining THE SHOE RETAILER, June 25, 1932 


The VOICE of the TRADE 


Wen will political 


conventions realize that the circus 
complex is all washed up and that 
what America wants is a meeting 
of a group of politico-business 
men, capable of presenting a pro- 
gram for the operation of the 
biggest business in the world— 
the government of the United 
States? The platforms as prepared 
suffer from a dull tonnage of 
words. They could be edited and 
simplified into a leaflet so that a 
man could carry them around and 
be able to quote therefrom the 
party policy in relation to business 
of government. 

The Roman holidays in Chicago 
contribute but little. Soon the 
presidential candidates step into 
the field as sales managers for the 
organizations they represent. May 
they learn the humble needs of the 
day as expressed in simple wants 
and wishes of masses of consumers 
and customers and so translated 
into promise of performance as to 
give assurance to all of four years 
of progress ahead. 

The parties have a selling job 
this year and now that the con- 
vention ballyhoo has evaporated 
into thin air, let’s get down to the 
serious business of selecting man- 
agers of government with the 
thought in mind that the public 
are stockholders and ate ready to 
contribute their share. 

* * * 


, profit 
from a lesson learned by Thayer, 
McNeil Co., Boston, “Sell the cus- 
tomer some more” was demon- 
strated by suggestive selling — a 
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campaign waged in all its stores on 
findings, hosiery, etc. 

When retail sales went off for 
a week or two, this progressive 
house summoned their depart- 
ment heads together, with the re- 
sult that orders went out from 
their chief, President Harold Mc- 
Neil, to the “boys on the floor” to 
put a little extra effort in on the 
various accessories relating to foot- 
wear. Overnight, the results be- 
came evident and salesmen at the 
end of the first week found a nice 
increase in their pay checks. 


: vey now and then 
a fond parent comes in with a 
pair of infant’s shoes, to be pre- 
served in bronze as a lasting me- 
mento of first footwear. The little 
shoes come from all the world to 
the Ecco Corporation, Port Wash- 
ington, Wisconsin—who have de- 
veloped a process of dipping the 


shoes in bronze. 
x ok 


H. C. Freeman, 


vice-president of the Freeman 
Shoe Corporation, Beloit, Wis., 
announced that the Freeman fac- 
tory has been operating 45 hours a 
week since the middle of May. 
“Our sales have shown a_ very 
healthy increase during the past 
six weeks,” said Mr. Freeman, “in 
fact the third week in May came 
within a few dozen pairs of equal- 
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ing the biggest weekly sales record 
in the history of the company.” 
-. 


John A. Bush, 


president of the Brown Shoe 
Company, believes that: “Leading 
manufacturers of the United States 
in all lines must maintain quality 
despite periodic spasms calling for 
giveaway bargain prices. Mer- 
chants seem to be vying with each 
other in a_stock-starving policy 
and an orgy of rubbish-pushing 
sales that will blight their future 
success. It is time to face about 
and have adequate stocks of qual- 
ity merchandise instead of ex- 


cuses.” 
* * * 


The A.N.A.—A.A.A.A., 


which means in the advertising 
language the biggest and most 
powerful organizations, have cre- 
ated a Supreme Court and a body 
of men who will meet to review 
disputed copy. These practices are 
banned : 





“1, False statements or misleading ex- 
aggerations. 

“2. Indirect misrepresentation of a 
product, or service through dis- 
tortion of details, either editorially 
or pictorially. 

“3. Statements or suggestions offensive 
to public decency. 

“4, Statements which tend to undermine 
an industry by attributing to its 
products, generally, faults and 
weaknesses true only of a few. 

“5. Price claims that are misleading. 
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“6. Pseudo-scientific advertising, includ- 
ing claims insufficiently supported 
by accepted authority, or that dis- 
tort the true meaning or applica- 
tion of a statement made by pro- 
fessional or scientific authority. 

“7. Testimonials which do not reflect 
the real choice of a competent wit- 


ness.” 
ae 


dd 
Modern wholesaling 
has quickened the function of ser- 
vice,” says Clyde Bedell before 
the United States Chamber of 
Commerce. In a paragraph he tells 

the story: 
“The middle link of the future 
will be a quick-moving, economi- 
cally organized specialist, geared 


to function efficiently between. 


sources and selected stores, oper- 
ating in close contact with both— 
obviating the very great bulk of 
today’s markdowns, functioning 
largely as an enlightened purchas- 
ing-merchandising expert for the 
retailer he serves. He will be 
ultra-selective of the territory and 
trades he serves; and practically 
all his accounts will be served at a 
profit.” 





ee H. Dunbar, 
“the footologist” of Lynn, cele- 
brates his 87th birthday. There’s 
a man! With a light heart and a 
comfortable grace, he bears the 
weight of four score and seven 
years. 

Mr. Dunbar’s first adventures 
in shoemaking began 70 years ago 
when, as a boy, he helped shoe- 
makers of Brockton, his native 
city, to peg shoes and, between 
times, read to them from the 
papers the news of the Civil War. 
He volunteered for service in that 
war, was refused because of his 
youth, and in his old age, he volun- 
teered for service in the World 
War and was stationed at training 
camps—there to deal with foot 
troubles of recruits—which were 
many and varied. 

For many years he was a custom 
shoemaker, working by hand, and 














MAN MOVES FORWARD 


—Man, the human form, is constructed 
to move forward. 

—His feet point forward, his chest and 
chin are thrust forward, his eyes look for- 
ward. 

—Very few men have ever seen what they 
look like from behind. They haven’t missed 
much. It’s the front of a man that counts. 

—Man always walks forward. Nobody 
but a freak would ever think of walking 
backward. 

—So, by ever walking forward man 
always progresses. His brain visualizes a 
distant forward goal; his eyes show him the 
way forward; his body just naturally carries 
him forward. 

—Therefore man, the forward looking, 
forward walking creature is by nature a con- 
structive worker, a congenital optimist. He 
may get an occasional setback, as per pres- 
ent, but you can’t hold him down for long. 

—Man is the one living creature that is 
always dissatisfied with fixed conditions. 

—He must move forward. 


Zect 6 TEE, 


President. 








later, a retail merchant. He con- 
tinues to work on inventions. He 
steps along briskly, looks at the 
world with a cheery eye, and aims, 
God willing, to make the century 
mark on life’s journey. 

* * * 


didi “0: Costin de: 


general manager of McElroy- 
Sloan Shoe Company tells of a 
conversation with one of his sales- 
men just a short time ago, as 
follows: 

“He told me that his Saturday 
afternoon retail experience had 
positively proved to him that the 
average merchant had not only per- 
mitted this cheap shoe complex to 
get his ‘goat,’ but that he was actu- 
ally losing business and profits as 
a result of letting it run away with 
him. He says, and I agree with 
him, that the merchant is far more 
cheap-shoe-minded than is the con- 
sumer. 

“Mr. Merchant and friend, 
please don’t wreck your business, 
and ours, by completely surrender- 
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ing to the belief that everybody 
wants and will buy shoddy, cheap 
merchandise to satisfy the univer- 
sal desire and necessity to econo- 
mize. Many, many of your custom- 
ers have learned that true economy 
lies in quality, not in price. Give 
them an opportunity to buy value 
rather than price. If you will, your 
prestige and future security will be 
assured—and so will ours.” 
+e 


Sica: made by the 
adhesive processes shall be classed 
as “other kinds of shoes” such as 
are dutiable at 20 per cent, accord- 
ing to a ruling from the govern- 
ment received by the Lynn Cham- 
ber of Commerce. Rates of Mc- 
Kays are 30 per cent; on Turns 
ten per cent and on welts anc 
“other kinds,” 20 per cent. The 
tariff bill, when drawn, failed to 
specify shoes made by the adhesive 
processes—as a particular kind oi 


footwear. 
xk * x 


The Corn Belt Farm 


Dailies tell of a small town mer- 
chant who has the following sign 
posted : 


WH ) 






40 MAN DEPRESSION) 


“Don’t ask me how my busi- 
ness is, for I am too busy doing 
it to discuss it during business 
hours. Mind your own business.” 

He explained that so many o! 
the storekeepers in his neighbor- 
hood as well as customers kept 
asking, “How is business?” an 
gossiped about their own good or 
bad business that he figured the 
lost time for all concerned could 1: 
more profitably employed. Hence 
the sign. 

Maybe more is saved than lost 
time, namely, the spread of depres- 
sion through useless down-in-the- 


mouth conversation. 
x * Ok 


Cate shoe store, 
of Perry, New York—celebrates 
its eightieth anniversary an 
carries on with Hobart A. Cole, 
George Cole and a young shoema 
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in the making—Thomas Hobart 
Cole. So there is pretty good as- 
surance of reaching the hundredth 
year mark with the fourth gener- 
ation of shoe man. 

The store now tells the public 
of Perry: “The Time to Buy—at 
a store you can depend upon. 
Changing conditions don’t change 
a good store’s character. You don’t 
have to take cheapened quality to 
get lower prices today. Incomes 
are lower and Cole’s prices are in 
step with the times.” 

x ok x 





Here's a hot tip from 
Walter C. Roose of the Nebraska 
Clothing Company, Omaha. “Look 
out when buying widths for Fall,” 
says he. “This sandal craze has 
let the feet of our women custom- 
ers spread all out of their natural 
trim shape. These skeleton pat- 
terns offer no support, consequent- 
ly the big toe joints are taking a 
hard pounding. And they are 
spreading under the strain. 

“So, unless I am all wet, these 
feet will require one to two widths 
wider shoes when they come to put 
on closed patterns this Fall. You 
all remember when you were kids 
you went barefoot all Summer. 
Then in the Fall when you tried to 
squeeze into the old shoes—well, it 
just couldn’t be done. 

Believe you me, this Fall will be 
no different. Wider widths are in 


the picture.” 
x * * 


Bhruce Barton 
tells us: “When the people of 
America want a thing, they col- 
lectively and individually get busy 
and possess it. All the economists 
in the world can’t stop them. It 
may not be logical, but that’s the 
way it works out. The reason the 
United States is a great market is 
that everyone in it is willing to 
work his head off to reduce lux- 
uries to necessities—so that he may 
have them. 

“If you are making something 
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that adds to the comfort and pleas- 
ure of home living, don’t lose 


hope.” 
* 
S. Klein, 


famous merchant of Union Square 
in New York brings suit in the 
Commercial Frauds Court against 
a dress manufacturer and buyer. 
The action was brought under the 
New York statute forbidding a 
manufacturer or a wholesaler to 
give any gratuity to a buyer or a 
buyer to accept any gratuity. 
* on 


* 


Harold Whitehead, 


author of the fiction serial “Billy 
Rogers” which appeared in the 
RECORDER two years ago, writes 
from England: 

“IT am as busy as an old maid 
in charge of an orphanage. At 
present we are working on a re- 
organization of the sales side of 
the telephone department of the 
Post Office and naturally feeling 
bucked up at being given such a 
big contract by the British Gov- 
ernment.” 

He is also translating Ameri- 
can selling methods for the gov- 
ernment committee on education 
for salesmanship. Here’s the 
question he asks: “Are we giving 
the kind and quantity of selling 
aids that are necessary to cause 
our products to flow easily through 
the channels of distribution to the 
homes of the consumer?” That’s 
a question that is applicable in the 
United States. 


NEw / 
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The Boston Blacking Co., 


a firm that for years has made 
cleaners and dressings for shoes, is 
now doing a large business in 
cleaners and dressings for auto- 
mobiles. 

4 


New eyelets of metal 
have a copper finish, which goes 
well with some of the brown leath- 
ers—and what’s equally novel, 
they are of new shapes and sizes. 


* 
EVERY BODY 


Fredy DeFelicia 


and “Sunny” Blaisdell, of Lynn, 
dancing their way from coast to 
coast, are in Juarez, Mexico— 
demonstrating American dances. 
They have already worn out 100 
pairs of shoes. They plan to be 
in Los Angeles, July 4. 


* * xX 


The bare-legged fad, 


instead of increasing is vanishing. 
Price and fashion combine to elim- 
inate the nude leg vogue. When 
hosiery became so cheap there was 
no material saving in going hose- 
less. Then the new mesh stocking 
developed a fashion alliance be- 
tween ventilation and silk netting. 
As a result, we see few bare legs 
on city streets. 


“I say, Mr. Winkler—Wot’s the best way fer my Georgie to git into the shoe business?” 
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President of the N.S.R.A., 
Warns Retail Shoe Merchants 
Against Impoverished Stocks, 
Policies and Prices + + + 


The great problem that confronts 
the entire shoe industry is one of education. A new 
psychology must be established. The vital factors in 
the shoe industry are the tanner, the manufacturer, 
the jobber, and the retailer. They have a common 
problem, in which each plays a vital part. 

The problem they have before them is that of pro- 
ducing and distributing footwear on a basis that gives 
proper compensation to every branch of the business. 
This compensation must come from the consumer, 
through the retailer. 

Good retailing serves the customer intelligently, in 
a manner that the customer desires. The cost of this 
humor on the part of the public must be paid for, and 
it is the retailer’s prerogative to set the price that 
will leave him a brokerage after the end of the year, 
after stocks have been properly cleaned, properly de- 
preciated, and the desks cleared for the next season's 
change of styles. 

For generations the poor retailer has been preached 
to to sell his shoes close, but to sell a lot of them. 
Turnover was the great slogan preached tc iim. In 
his efforts to secure this turnover he kept marking 
down his prices. His neighbors did likewise. The re- 
sult is that this method is impoverishing the shoe busi- 
ness, for while the manufacturer may get his outlet, 
in the end he loses on credits. 

A:survey of the retail conditions 125 miles inward 
from the Atlantic Coast, and from Maine down to 
the South was made, and it was shown there were 
approximately nine thousand independent shoe retail- 
ers, not including chain stores or department stores. 
This survey showed that at least 80 per cent of them 
were financially bent. 

Isn't it, therefore, time to educate these people out 
of their great fallacy of turnover and price competition 
and recognize that the shoe business, seriously under- 
taken, honestly pursued, is a semi-professional busi- 
ness, that shoes can not be sold on the mere basis of 
quality and value, but on the basis of proper fitting 
and store service. Shoes aren’t like handkerchiefs, 
and yet department stores get a greater markup in 
many cases on handkerchiefs than we do on shoes 
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Industry's Compensation Comes 


By A. H. GEUTING 
































‘a 





So impoverished are the shoe stocks of this country for 
the wantable merchandise, that millions of pairs of 
shoes are required to put stocks in good condition, all 
because the dealer hasn’t had a brokerage in his till at 
the end of the year for his services, after stocks are 
cleaned, and in line with the opening of the next season. 
His financial condition has, therefore, been impover- 
ished, which in turn impoverishes his stock, and destroys 
a progressive condition 











though it requires technique to sell shoes, 
while any schoolgirl can sell handkerchiefs. How can 
the industry thrive on this basis? 

Every profession has its service charge, yet this is 
ignored in the shoe business. If, through education, 
this thought could be put in the mind of the average 
shoe retailer of the country it would increase the 
markup on shoes at least 5 per cent, and might easily 
increase the income of the shoe industry $75,000,000 
annually, without curtailing the sale of shoes by onc 
pair. Is this thought worthy of consideration, and, 1i 
it is, shouldn’t every effort be made to produce this 
result ? 

We have plenty of proof in the shoe trade that the 
low price of a competitor doesn’t necessarily draw the 
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Only from the Consumer 
Through the Retailer 


trade, that intelligent service is the best basis upon 
which a sound business can be built. 


Let me remind the industry of the fact that a re- 
tailer is not so much interested as to whether a 
shoe costs $.25 a pair more, provided he buys that 
shoe as cheaply as the other fellow. The extreme 
effort on the part of manufacturers to produce 
shoes for our people at impoverishing prices is 
out of date. 


Why cater so energetically to the dealer who is de- 


WHEN YOU TAKE 
THAT 15c. OFF—ONE 
OF THESE HAVE _ 
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moralizing and undermining the confidence of an 
honest industry, by promising people something that 
can not be delivered as it should be delivered ? 

The progress of the world has been made by spe- 
cialization, and the art of distribution is a specialized 
proposition, and can not be mechanized. Those stores 
throughout the United States that have pursued a 
policy of a proper mark-up, proper service, that have 
pursued their business on a semi-professional basis, 

[TURN TO PAGE 36, PLEASE] 











In 1929 the slogan was “Why Walk”—in 1932 
it changes to “Why Not” walk for the joy of it, 
the health of it, and the need for it. It took a 
great economic catastrophe to get national ac- 
ceptance of the art of walking—but it would 
have won its way into American habits anyway. 














EVERYBODY WALKS 


a a 


Ad nquisiaiamtiby men and women are going 
to find a new thrill in walking, particularly when they scrutinize 
the new types of footwear designed for this very purpose. 
Some wag has said that the Fall of 1932 will put men and 
women on their feet again—that the new shoes will give the 
people a firmer footing. Although much of this was facetious 
in its telling, a peep behind the scenes reveals oxfords in a va- 
riety of patterns, lines and proportion that will add rhythmic 
grace to moving mankind. 

Whatever the reasons, more of us are walking today than 
for the past few years. Perhaps because of this forced pave- 
ment peddling more attention is being directed to the fit, con 
struction and compatibility of the shoe to the foot than in the 
past, when the prime importance of the low heel type of shoe 
of oxford influence was to be sure that it covered accuratel\ 
the accelerator of the car rather than the freedom of the foot 
in action. 

With the increased activity in walking—in many instance: 
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Stimulating Interest in 


Walking Shoes for Fall 


because of its healthful benefits—manufacturers have 
studied more seriously the demands and requirements 
for shoes of this type. 

Bottoms up, is the new analysis being applied to 
walking types. Merchants are giving careful consid- 
eration to the tread and ball measurements to be sure 
of a firm footing and ample room, where the tramp, 
tramp, tramp of daily dozens must be encountered 
with feet suffering none the worse from the pavement 
pounding. 

Oxfords and oxford types are the choice of the 
buyers who consider Aug. 10 to 20 as an opportune 
time to introduce the new Fall lines. Their judgment 
has been sustained with that all important support 
which shoe manufacturers love so well, the name on 
the dotted line. Not a few of the manufacturers in 
the upper level of prices have now in cutting a good 
many pairs of Fall shoes and a report from one re- 
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The “pedestrian age” walks right down the shoe man’s street. 
He senses new movement in the behavior of style and a significant 
change in heel heights and tread surfaces. These movements were 
in the making for a long time. Now they have reached the point 
of influencing all footwear. A change is imminent—so important 
as to create or destroy many a business. Look your stock over now. 



















































ferred to as a leader states oxfords takes precedence 
over all other types. 

The walking types, which for the most part are ox- 
fords, are seen in a new background of usefulness and 
purpose. In fact the oxford is in many cases being 
referred to as the double purpose shoe. 

For the woman who in budgeting of her clothing 
schedule for Fall discovers that not quite as many 
costumes will be possible, will choose an oxford that 
will be both a street shoe and also provide, within the 
scope of good taste, a shoe that can be worn on more 
dressier occasions. 


A: least, this is the answer 
being given by many of the buyers who are commit- 
ting themselves to approximately 50 per cent of ox- 
fords in their buying schedules. 

The types for the most part are tailored effects. 
Extremely conservative in motif and design, the pur- 
pose being mostly for the woman who will wear a 
shoe of this type frequently and with different cos- 
tumes, but blending into the ensemble so completely 
that when seen time after time it will not be con- 
spicuous. 

Harmony and blending of suede and kid has never 
been more beautifully done than on this season’s pat- 
terns. The designers have used these materials with 
such balance and proportion that it leaves one unde- 
cided as to whether the shoe is a walking type or an 
afternoon dress pattern. 

On the more definite walking types punchings pre- 
vail to give a swagger, brogue appearance to the shoe. 
But softening this doggy atmosphere is the dainty tie 
which is extremely feminine and in two and three eye- 
let motifs meets the requirements that be demanded 
of a two-purpose shoe. 

Open throats, not violently so, but sufficiently to 
permit of a graceful line at the throat of the vamp, 
are worked into many of the oxfords. One of the 
popular types is built of a suede quarter, with a kid 
vamp and covered heel all in harmony and matching 
leathers. From a distance, its distinguishing marks 
are rather in the finish of the materials than in the 
actual color itself. 








In the dressier types of street or walking shoe, all- 
over suede is utilized with delicate stitchings being 
employed to offer relief. from the suede background. 
Shoes of this type have had a popular acceptance from 
the early style selectors who are buying with more 
care, but greater confidence than in seasons past, 
when the trend and fashion program was not as clear- 
ly charted as it is for the Fall season. 

Increased interest is observed in the 18/8 straight 
continental heel, which seems to be assuming leader- 
ship in,the higher grade lines. 

Step-ins and pumps in low heel types are not ex- 
pected to keep pace with oxfords, but not a few women 
will prefer the flattering influence of these types. 

Many we know are asking the question, well, what 
does this all mean when reduced to percentages. Give 
us an idea as to proportions of types. We believe this 
a fair question, but in answering it, we urge you to 
weigh well the figures we are giving as they are ar- 
rived at from a very small but important group of 
buyers who have been among the first to write sizes. 

Oxfords lead all other types representing 50 per 
cent of the present demand. Step-ins are second with 
30 per cent; pumps are only one-half as popular as 
step-ins with 15 per cent and straps are making a des- 
perate effort to keep up with the procession registering 
but a scant 5 per cent. 


I, color, brown and black share 
equal prominence in the honors. There is some de- 
mand fot wine shades, not vigorous but due to the 
volume of woolens of this color, footwear of the same 
shade is expected to have a call. 

When the retail merchant considers Fall styles he 
must give some serious thought and attention to the 
significant developments in lasts which have pro- 
gressed beyond the stage of experimentation. For 
some weeks there have been guarded references in 
the talk of shoe men to a round toe last for women’s 
shoes. The story of this last appears elsewhere in this 
issue. How great a part it will play for Fall is for 
the individual merchant at this time to consider. But 
unquestionably it is too important to be overlooked. 








Slogan, seal and sym- 
bol of a new approach 
to Fall selling 


Use this in your open 
ing promotions for 
Fall selling 


> 
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A New Round Toe Last for Fall 


Evolved by Stylists to Answer 
the Call for Something Really 
New and Different Through 
Which to Stimulate Sales of 


Shoes at Retail 


Shoe buyers today are clamoring for 
something entirely new for Fall, something to show 
the customer when she begins to look around for Fall 
shoes. Merchants in the big city stores and small 
stores through the interior are waiting for one out- 
standing type to speed up their Fall business. They 
are waiting to exploit the new thing that will bring 
customers in the store. The illustrated models show 
the last that promises to be outstanding as the thing 
that is new and distinctive. 

Shoe merchants today are working close with the 
dress industry. Department store shoe buyers are 
working in harmony with the dress department and 
the coat buyers as to types for the coming season. 
They are told that tailored dresses will be the volume 
sellers. Tailored clothes today can be worn by the 
girl in the office, the saleswoman and the young ma- 
tron who likes the expression of youth in her clothes. 
With all this we look for a distinct type of shoe, one 
that will harmonize with this particular type of dress 
and at the same time insure comfort. 

The new type of last is a rounder, more modified 
type which gives a shorter look to the foot while still 
preserving the slender line. To get this expression in 
the shoe the last is most important. There must be 
sufficient tread to allow the toes to expand under pres- 
sure. The short forepart possesses a beautiful swing 
which permits a slender line by side-walling the last 
with the toe, coned with a slight receding tendency. 

To harmonize with the tailored dresses which are to 
be 12 to 14 inches from the ground, depending on the 
height of the person, necessitates a rounder, more 
modified toe. It has taken some of the big cities like 
New York two years to get into the rounder modified 
toes. The old round straight toes of former years 
cannot be used. There must be that new and distinc- 
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Two types of shoes made 
over the new style last with 
rounded toe, which gives a 
shorter look to the foot 
while still preserving the 
slender line.. Illustrations 
show how it can be used 
both with oxford type and 
apera pump. 


tive expression of style to satisiy the whims of fas- 
tidious buyers. Shoe buyers today are looking for a 
certain new type and will concentrate their efforts by 
playing up a style that will give them a turnover and 
make them profit. 

The illustrated shoes are types most suitable for 
new business. The younger girls will use this from 
19/8 to 21/8, the height of heel depending on certain 
sections. In two big Eastern cities this particular type 
is daily gaining in popularity in 20/8 to 21/8 heel 
heights. Many of the manufacturers are putting in 
their line today this modified more rounder toe in 
2014/8 height, so that both heel heights can be used, 
20/8 and 21/8. This type is also used in opera pumps. 
The younger girls will wear this type toe in the higher 
heel. The older girls will follow through on 16/8 
heel height. Styles possessing the expression of youth 
are bought today by the older and more matronly 
types. 

For the growing girl from 16 to 20 who likes to 
wear the higher heels but must wear the lower, more 
modified type, this toe with 16/8 heels is also appro- 
priate. From a retail standpoint, it appeals to the buyer 
who can merchandise it in the different age groups. 
It can be styled in many combinations and patterns. 

Many perforated wing tip high grade six eye- 
let oxfords will be worn with this short 
vamp shoe. Three and four eyelet oxfords are 
worn with the short style and not with a straighter 
broad toe last. They must have 2%-inch and 3- 
inch vamps with kick-up in the forepart, as this 
style actually makes the foot look a whole size small- 
er. Girls of today like to wear the shorter vamp with 
a high cut oxford, one that makes the foot look short- 
er. The beauty of the modified, rounder toe design, 
is that the shorter look preserves slender lines. 


new 








One of the striking window displays used by R. H. Macy & Co. to promote their Bureau of Standards idea. 


Building Customer Confidence in Quality 


How Macy’s Merchandised Their Bureau of Standards to 


Give a Price Confused Public a New Measure of Values 


When R. H. Macy & Co., 
New York department store, launched its Bureau of 
Standards plan for testing the quality of merchan- 
dise a few weeks ago, and on the basis of this plan 
developed a new advertising approach which appealed 
to the public from the angle of definitely ascertained 
values, the innovation immediately caused a vast 
amount of comment among merchandising men every- 
where. 

The reason for this extraordinary interest, it may 
be assumed, was the fact that retailers saw in the 
Macy plan a constructive effort to deal with what is 
recognized as being one of the most difficult problems 
of the present period in retail merchandising, namely, 
the confusion that exists in the minds of customers 
relative to quality, value and price. - 

This confusion is a natural consequence of the rapid 


20 


deflation in merchandise values and the varying poli- 
cies which retailers have adopted in their endeavor to 
meet the situation. It can be illusttated by a few 
concrete examples. A few days ago the writer saw a 
window display featuring a standard make of Amer- 
ican watches in which a certain style of pocket watch 
was offered at $19.85, with the statement that the orig- 
inal value of the watch was $50.00. 

To determine the truth of the statement, the price 
of the same watch was checked in a leading depart- 
ment store and it was found that this store was offer- 
ing the same make of watch in a case exactly similar 
at the standard price of $50.00. With what degree 
of confidence can a prospective customer buy a watch 
when he sees such a wide disparity of price on a stand- 
ard unit of value? In this case there was a real 
story back of the incident that explained how the 
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“They've Got to be Good” 


Says Macy’s Bureau of Standards 











This eye arresting caption headed big space newspaper ads announcing the Macy Bureau of Standards to the public. 


seemingly impossible price reduction came to pass. 
But the public, of course, didn’t know the story. 

Another example: One of the best known men’s 
clothing stores in New York, whose lowest price for 
a suit a few years ago was $35.00 and whose name 
and reputation were associated with clothing that re- 
tailed at much higher prices has recently been putting 
its main promotional pressure behind clothing offered 
at $19.75. We do not refer to “sale” advertising but 
to regular publicity appearing in the newspapers and 
windows at the height of the Spring selling season. 
Now everybody recognizes that values in clothing are 
much greater than formerly, but in spite of that it 
seems that we are presuming a little too much on the 
credulity of the buying public to expect customers to 
believe they are getting suits for which they might 
have previously paid $50.00 to $60.00 at less than 
half of those prices. 


The customer is more likely to 
be confused in his own mind as to what standard of 
quality or value he can expect in such an item, and 
this confusion has unquestionably been one of the fac- 
tors in making the public reluctant to buy even at 
what may have seemed to be extraordinarily favorable 


prices. The man who was accustomed to pay much 
more for his suits is doubtful as to whether he can 
get satisfactory merchandise at greatly lowered prices 
and the man who has paid less may feel ill at ease in 
going to a store that he has previously associated in 
his mind with high priced merchandise. 

Customers cannot, as a rule, determine quality by 
examining merchandise. They are guided in their 
decisions by certain sign posts, one of which is the 
reputation of the store or the name of the brand and 
another of which is price. In the storm of deflation 





these sign posts have been swept away, and the buy- 
ing public is left bewildered. People who have money 
with which to buy and who are attracted by prices 
that appear favorable are hesitating to buy because 
they are uncertain of the values of merchandise. The 
old standards no longer apply. 


That this is as true in the 
case of shoes as in the lines of merchandise cited 
must be apparent to every shoe man who has watched 
the trends of prices and the developments in mer- 
chandising since 1929. Prices of most lines of shoes 
have followed the market down, but some manufac- 
turers and some stores have reduced their prices 
more than others. Customers know this, but they 
don’t know what they can count on in the way of 
quality for their money under the new order of things. 
So their natural defense reaction is to put off buying 
as long as possible. 

The Macy Bureau of Standards idea goes straight 
to the root of this problem. It assures customers that 
whatever price they pay, the merchandise offers good 
value at the price. And that is the assurance that 
the buying public wants today. For the public realizes 
that unscrupulous manufacturers and_ fly-by-night 
merchants have taken advantage of the present situa- 
tion to sell inferior goods at attractive prices, claiming 
the prices have been made possible by market condi- 
tions, whereas really they represent merchandising 
practices that are dishonest or misleading. 

The Bureau of Standards idea has been merchan- 
dised and promoted by Macy in a characteristically 
dramatic way, that has added tremendously to the ap- 
peal of the idea itself. Full page ads, window dis- 
plays and displays in every department of the store 

[TURN TO PAGE 36, PLEASE] 





During this month we are conducting a serics of sales under the supervision of our Bu- 


reau of Standards. 
proved by the laboratories. 


ers. It keeps our customers from being exposed to inferior merchandise. 
And it helps manufacturers who 


from buying it and from making overstate ments. 


Nothing that is susceptible to test is advertised until it has been ap- 
This protects our customers, ourselves, and our manufactur- 


It keeps us 


have no laboratory facilities, but who are eager to know the whole truth about the ma- 


terials they are using. So you need never be afraid of Macy’s low prices. 


They’re low 


because we run our store efficiently and do a tremendous volume of business all for 


cash . 
consistently low priced. 


That’s the secret of our siiccess—enormous quantities of reliable merchandise, 








<a 


Advertising copy like the above was used with remarkable results to carry the Macy Bureau of Standards message through the newspapers. 
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Give “Work and Men’ a Chance 


3 Ye question has been asked: 


“Is it the business of this century to perpetuate the 
earning power of money or to expand the earning 
power of men?” People say: “We are living in a 
land of plenty, why can’t we enjoy the comforts of 
life that this century has so bounteously provided for 
men ?” 

There is no question but what we are at the begin- 
ning of a recreation of a new sort of business world. 
It is a gigantic job. Its prime object is to distribute 
economically huge piles of products because people 
have a hunger and a need for them. It is only through 
the distribution of things that we keep our people 
happily alive and contentedly employed. 

Perhaps we have been paying too much attention to 
the “life and wages of money” and too little to the 
“work and wages of men.” For the first thirty years 
of this century we have paid much attention to the 
“life and wages” of money and millions of people 
bought stock in the belief that money and money only 
made money. Too little thought was given to the 
“work and wages of men.” Now we see that “work 
and wages” are the real backbone of business, and 
that unless we have them there is no wage for capital 
and money. 

For example, if a million men are unemployed to- 
day, it means eight million hours of labor lost and the 
equivalent in purchasing power lost forever because 
there is no way of capitalizing idleness. Multiply that 
million by the total unemployed and you get a gigantic 
daily loss in purchasing power. What good is money 
in storage under such a condition? 

So, this week we see a definite turn for the better 
through the fact that big money is coming to the 
rescue of business. The Iron Age, which for months 
has been blue and pessimistic, now changes its tune 
and says: 

“Positive, courageous, concerted action in mobiliz- 
ing the financial resources of the country was de- 
clared imperative to forestall the accumulation of 
greater momentum by deflationary forces. 

“Such action is now being taken. Committees of 


bankers and business men have been organized in sev- 
eral Federal Reserve districts to find ways of putting 
credit safely to work. In New York a $100,000,000 
corporation has been formed by 20 leading banking 
institutions for the purpose of buying bonds and other 
securities. 

‘Financial leaders realize that they must now take 
the risk of investing and lending, or choose the far 
greater hazard of continued inaction. So far as re- 
serves are concerned, member banks of the Federal 
Reserve system are in an excellent position to support 
the organized efforts now being made. Heavy losses 
through currency hoarding and foreign withdrawals 
of gold have been counteracted by open market pur- 
chases of Government securities by the Federal Re- 
serve banks. Member bank reserves are now esti- 
mated at $300,000,000 in excess of requirements, or 
enough to support more than $3,000,000,000 in bank 
credit. 


M4 T ; , os 
he improvement in the position 
of the banks has already been reflected in an increase 
in their investments, particularly in the New York 
district. Investments are usually the first to respond 
to a growing surplus of funds and it should therefore 
not be cause for alarm that the volume of loans has 


not yet risen. The New York bond pool is counted 
on to accelerate the increase in investments, while the 
committees of bankers and industrialists are expected 
to follow up by taking advantage of every opportunity 
for the safe lending of funds that arises as business 
confidence improves. 

“Big money is coming to the rescue. But the 
rescue will not be spectacular. It will take time, and 
it must be unhampered by the threat of unsound legis- 
lative experiments.” 

This week the final withdrawals of gold by France 
indicate that the American gold reserves are no longer 
threatened and that we are not to go off the gold 
standard. From now on every effort is to be made to 
encourage the “work and wages” of men. The alarm 
as to the “life and wages of money” has ceased. 
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Water Sandal 


New... smart... different . . 
all rubber . . . for active swimming, 
beach, shower and locker room 
wear... cannot kick off . . . floats 

sand washes out easily. 
Sponge rubber sole protects against 
stones, hot sand, etc., and is sealed 
to guard against infection.. Wom- 
en’s and Junior sizes. 


Boor AnD SHOE RECOKDER 


This is a Sandal Year 


Now is the time to offer and to display 
Summer Sandals. 


BALL-BAND Summer Sandals are 
proving profitable for many dealers be- 
cause they excel in smart designs, exclu- 
sive fabrics, modish colors, trim fit—at 
prices within the reach of everyone. 


Unless open shank sandals are cor- 


rectly designed to permit the foot to as- 
sume its normal position, the sandal will 
quickly spread out of shape. What seems 
to be a proper fit on the fitting stool may 
not be at all a proper fit in actual wear. 
Our last is correctly designed for open 
shank Summer Sandals and enables deal- 
ers to fit a wide range of feet. 


This exclusive last and our prompt 
sizing-up service mean less stock to carry. 


The Red Ball trade-mark assures the 
quality. 


Write for descriptive Price List, or for 
sample pair sent on approval. 


Mishawaka 
Rubber & Woolen Mfg. Co. 


280 Water St., Mishawaka, Ind. 


New England and Greater New York dealers may 
address Dunham Brothers Co., Brattleboro, 


Vermont 


AA “aye Galoshes 
CURL Arctics 
NS y Etc. 
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White Locker Sandal 


Officially approved by the American 
Olympic Clothing Committee and used 
by U. S. Olympic Teams 


Guards against “Athlete’s Foot” 

. all-rubber . . . easily sterilized 
and kept clean . . . ““Germ-Sealed,” 
non-slip sponge rubber sole also 
protects against stones, rough 
floors, etc. .. . excellent for beach 
wear . . . sizes for men and 
women ... men’s also made in 
dark green with white trim. 























































Outings and Golf at Boston Fair 





. 4 Vv 
New England Hospitality to Prevail Again as 
RLS Shoe Men Gather for Thirteenth Annual New prvE lo, 
& ‘e England Show and Market Week—Reduced ¢ % 
_ Is Fares Made Possible Through Summer Rates = + : 
Neyer to Nearby Points—Joint Conference of All %y te, “Cal 
Branches of Industry an Important Feature 
a ay 


A\tthough no special rates have 
been offered by the railroads in connection with the 
Boston Shoe Fair, to be held July 11, 12 and 13, mer- 
chants and other members of the industry who plan 
to attend can quite probably save themselves money 
by taking advantage of the various Summer excur- 
sion rates already in effect. 

The best known of these rates, and the one most 
frequently used by tourists is that known as the Mar- 
blehead excursion rate. 

Merchants, before buying their transportation, are 
urged by the New England Shoe and Leather Asso- 
ciation, shoe fair sponsors, to ask their local ticket 
agents about excursion rates to points near Boston. 
While none of these rates may be in effect from the 
home town of the merchant, the ticket agent should 
be in position to tell from what nearby city they are 
in effect and how to proceed in order to get the ad- 
vantage of the lower railroad rate. 

As the opening date of the fair draws near, plans 
have taken final form, committees have buckled down 
to real work and an excellent program of real enter- 
tainment has been laid out in every detail. 

Monday, July 11, the first day of the fair, will be 
devoted largely to registration and the outing for men 
which was so popular last year. Those who play golf 
will be guests of the association at the South Shore 
Country Club in Hingham, Mass. The non-golfers 
will board a steamer for a long harbor cruise which 
will end at Pemberton, where there will be a program 
of sports culminating in one of New England’s 
famous shore dinners. In the meantime, the Hing- 
ham golfers, having finished their eighteen holes and 
received their prizes, are invited to drop over to Pem- 
berton and join their comrades at the dinner. Busses 
will be engaged to run on regular schedule between 
the country club and Pemberton so that all who wish 
can be accommodiated. 

Tuesday, the second day of the fair, will be de- 
voted by the men to the serious business of compar- 








ing lines, styles, prices and, in general, getting an 
idea of what the Fall will bring. 

Golf and outing widows of the day before will have 
their innings on this day, in the shape of an all-day 
tour of historic spots in Boston and vicinity. The 
Women’s Hospitality Committee, headed by Miss 
Helen M. Haney, has added to the itinerary this year, 
in recognition of the Washington Bi-Centennial, some 
of the spots in Boston made memorable by visits of 
General Washington to this vicinity. Luncheon will 
be served at some point during the tour. 


‘The exact day of the fair 


on which the joint conference of all branches of the 
industry will be held has not yet been determined, 
but such a conference will be held and matters of im- 
portance discussed under the leadership of prominent 
men in the industry. “Such a conference at this 
time,” says William J. Fallon, president of the New 
England Shoe and Leather Association, “is very im- 
portant. The economic status of the industry, while 
fundamentally sound, nevertheless can be consider- 
ably improved by collective action of the various 
factors in the trade.” 

The personnel of the various committees of the 
Boston Shoe Fair is as follows: 

Outing Committee—Charles E. Joss, general chairman. 

Dinner and Luncheon Committee—H. W. Hunter, chair- 
man; William W. Brandt, John M. Travers, George Tucker, 
L. B. Cubbison, John S. Whittemore, Leon Kelly. 

Refreshment Committee—J. G. Lunney, chairman; Charle: 
W. Morrill, Joseph Prizio, Joseph Geary, C. N. Cogswell, 
William M. Brandt, William F. Gaffney, George McIntire. 

Sports Committee—George A. McIntire, chairman; Harr; 
P. Lynch, J. F. Sullivan, T. E. Murphy, E. S. Murray, A. P. 
Richards, Frank N. Terhune. 

Registration Committee—H. P. McNulty, chairman; D. R 
Carr, Frank C. Foeler, Joseph E. Phelan, A. P. Guild, Thoma 
Cogswell, A. P. Richards. 

Advertising Membership Book—Charles E. Joss, chairman ; 
Charles O. Quimby, George J. Lovely, Charles W. Morrill 
John S. Whittemore, William Brandt. 

[TURN TO PAGE 66, PLEASE | 
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EATURE AIR-TRED LINE 


SHACKFORD cone 


STANDARDIZE ON RUBY KID 


* 


In marketing their AIR-TRED line of women’s special feature shoes 
AULT SHACKFORD SHOE CO. point to the definite, special sales 
influence embodied in their patented special construction. 


They point to it as giving the retailer something to emphasize to his 
customers as distinctly different and better—especially in the way 
of foot ease. 


Logically also they join with this another definite sales influence in 
RUBY KID, which long years steady use has shown them consistently 
pleases their custcmers with its unvarying comfort, beauty and service. 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


Cincinnati St. Louis Milwaukee 
Philadelphia Boston Rochester 


W162—Black Ruby Kid Closed W195—Black Ruby Kid Four Eye- W810—Black Ruby Kid _ Blucher 
Throat Tie, Five Eyelets; 58 last; let Tie; 58 last; 14/8 heel. In stock Oxford (Nurses’ Aid); 110 last: 
14/8 heel. In stock AA to D. AA to D. Price $3.15. 12/8 heel. In stock AAA to D. 
Price $3.15. Price $3.15. 


EVANS LEATHER 
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Narrow Toe and Short Vamp Ne 

Fall Style 

Note for 
Young 


Fellows 


Three styles of shoes, a wing tip model in black calf and two straight tip models in 
brown calf, all made over the new short vamp last. The shoe in the middle and the 
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Senge along with the present 
apparent style trend being developed by particular 
young men in the matter of slacks and wide bottom 
trousers are the new very short vamp shoes which are 
making the narrow toe lasts look even narrower and 
shorter. This type of shoe is being watched by some 
of those who play the fast styles with more than pass- 
ing interest. 

When the wide bottom trousers were in the last 
time, the development of the short vamp resulted in 
the stubby balloon last. Balloon lasts have been defi- 
nitely out of the picture for several seasons. 

Right at the present moment the very short vamp 
on the narrow toe last is apparently well past the ex- 
perimental stage in several key sections. In fact one 
of the originators of this style is already planning his 
next Summer sport shoes with this trend uppermost in 
his mind. 

Upper Broadway, that is the northern part of Times 
Square, believes this style has possibilities. Texas 
and the West Coast also are apparently ready to try it 
out. On the other hand, the Wall Street and Fifth 
Avenue buyers dismiss the style with a “Oh that!” 
look. 

Wide toes have been in since the war. In the 
opinion of many, they are now completely out. Most 
manufacturers are filing the corners of the lasts down 
to meet the strong tendency toward the round toes. 
Extremists in style are getting as far away from this 
trend as possible, hence the interest in this type of 
shoe. 

These narrow toed sport vamp shoes are very diffi- 
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one on the right are made with the same pattern, the one on the right having a 


heavier box and wider sole extension. 


cult to get just right in all proportions. Unless th 
proper wood placement is present in the last and the 
patterns have right lines considerable grief will be ex 
perienced. There must be sufficient depth to the last 
to allow for reasonable toe comfort. Early experi- 
ments have proved the desirability of adding the extra 
wood on the bottom of the last, rather than building 
up the side walls too high. Many narrow toe lasts will 
not take the short vamp. 

The pattern man has his difficulties in producing a 
3%-inch vamp that will not buckle like an accordion 
when the shoe is worn. One solution is the scven 
eyelet pattern which is generally used and has beer 
found best adapted to the great length from hack 
seam to tip. 

Most of these shoes are made with 9/8 heels, al- 
though both the 8/8 and the 10/8 heights are being’ 
shown. The heel height depends entirely on the 
character of shoe being produced. All three shoes 
shown are on the same last, but they look quite 
different. Even the two on the same pattern placed 
side by side have distinctive characteristics apart ‘rom 
the other. Heavier box toes, heavier upper leather 
and different sole trimming are the answer. In style 
the smallest details are important. 

These short vamp, narrow toe styles are still to be 
considered in the novelty class. They will sell only 
in certain stores which have the younger trade. I 
this connection they offer possibilities for increased 
sales because they enable the merchant to fe: ture 
something new and different with the element of 0v- 
elty that always has a strong appeal to youth. 
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This is No. 1972 77+ one of the 
new Uptowns that's going to be 
W7-lavatelell (elm celmarell Melalom inl i-s 
wear. +77 Made of wax-finish | 
calfskin in nut brown; also dull a 


black. Priced at $3.10 it's a 
mcluikela dele) (-miNZ-exelelilolmaciicll ise 
It is one of some sixty in-stock 
styles in this marvelous line of 


shoes for discriminating men. 








A STAR BRAND SHOE 








ROBERTS,JOHNSONSRAND 


Branch of International Shoe Co. 
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Weill Gen creat $290 6 inchs sail i 
that amount and showed a verysavorable sales result at the end of 
the French, Shri Urne 
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r store at 350 Madison Avenue, New York City. 


Ideas Count Most in Displays 





your store? The window display on this page cost just 
s’ period. It was put in by George G. Boyle, manager of 






How a New York Shoe Man Built a Window That 
Cost $2.50 and Sold Many Pairs of Men's Shoes 


CGpeorge G. Boyle, manager of the 
French, Shriner & Urner shop at 350 Madison Ave- 
nue, New York, recently worked out a simple win- 
dow display, illustrated above, that attracted marked 
attention, not only from prospective customers but 
from other shoe men as well. He began with one 
window and blocked off a long strip of display. It 
caused so much comment that another one was put 
in immediately, showing shoes in the same manner 
but priced at $9.95. _ displays cost just $2.50 
each. 

Speaking of the results, ne Boyle said: “Our busi- 
ness showed a material increase in the number of 
pairs sold during the month the display was used. 

“When we first put it in we thought it was a fairly 
good window. But when customers and passersby 
started coming in and congratulating us, then we 
knew it was unusual. 

“The thought we wished to convey through the dis- 
play was that although French, Shriner & Urner 
shoes have years of reputation and quality behind 
them, they are also obtainable in a price range where 
the man with a limited bankroll can buy them. We 
were surprised to see how effectively this worked out. 
Before long we noticed that the window was stopping 
people who in the past have given it little more than 
a longing glance. Office clerks and men on small 
salaries came into the store, a class from which we 
get a very small percentage of our business. We even 
noticed quite a number of people who took the trouble 
to cross the street just to look at the windows. It 
is not an exaggeration to say that the news that 
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French, Shriner & Urner shoes were adtiog at $7.95 
spread like wildfire. 

“The display accomplished just what we desired. 
It broke down price resistance and got the prospects 
into the store, and then it was a ‘fairly easy job to 
sell them on the basis of quality. Many of the men 
who came in to get the $7.95 shoes went out wearing 
$9.95 pairs. 

“However, to make sure there would be no mis 
understanding, we put in our other window a display 
of $9.95 shoes, shown in exactly the same way, to 
indicate that not all our stock was being sold a 
the low price. 





"Ti. materials used in these 
windows included two colors of a special corrugated 
paper, some wooden letters, display board, empty shoe 
boxes, sticker tape and a few lengths of laths. 

“Dark brown corrugated paper was used above and 
below the display, right up against the glass. The 
display was placed about chest high, with a backing 
of apricot, corrugated paper. Tiers of shoe boxes, 
piled up from the floor of the window, served as 4 
platform on which to show the shoes. They also wert 
used to press the paper up against the glass and kee) 
it from wrinkling. 

“Sport and street shoes in broken pairs were shown 
right across the display. On the apricot paper which 
formed the background, we glued the letters, spelling 
“$7.95—Believe It or Not—$7.95.” These Ictters 
[TURN TO PAGE 66, PLEASE] 
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FOREMOST BRAND 


No. 2415—Méen’s Bal 
Oxford made of Ohio’s 
LUXOR Calf No. 88 col- 
or; Leather heel; Lucky 
Last. In stock widths 
B-C-D. Price $2.15. 


Catalog on request. 


CRADDOCK-TERRY 
COMPANY 
Lynchburg, Virginia 


YOUR PLATFORM 


In political life it may be controversial—but 


In your business, with an eye to the future and your 
reputation to guard, there can be no controversy 
with the competitive necessity of giving your cus- 
tomers full value for each dollar allotted for foot- 
wear. 


We support your business and reputation building 
program by supplying your manufacturer with the 
finest tannage of colored leather, known as LUXOR. 


Your best styles made of LUXOR enable you to 
say with each fitting: “This shoe is unusually good 
—made of very fine calf—note its fine grain with 
tight break as I crinkle the vamp with my finger— 
its mellow feel gives you added foot comfort—its 
tich lustre is stylish—we bank upon quality to merit 
your patronage and that of your friends.” 


Color swatches on request— 
including our popular No. 88 


ie 


Te OHIO LEATHER CO 
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WOODWARD ond ADAMS 








[, surveying the shoe 
advertising appearing in the news- 
papers of various cities of the 
country, the increased amount of 
space devoted to men’s and chil- 
dren’s shoes is very noticeable. 
Comparatively little emphasis is 
laid on sensational prices and spec- 
tacular use of adjectives in the 
general run of copy. As a whole, 
the advertising is keyed to appeal 
to the intelligence of the newspaper 
readers and not to stampede 
them into the stores through the 
use of black ink and wild state- 
ments. 

Shoe stores in most cities are 
making fairly liberal use of adver- 
tising space this season, a large 
proportion of which is devoted to 
featuring the seasonable novelties 
in women’s footwear, such as san- 
dals, ghillies, perforated oxfords, 


Season's Novelties Stressed in Ads 


Study of Current Newspaper Copy Reveals 
Little Tendency to Over-emphasize Price 


white shoes, etc. In men’s shoes 
much of the current advertising is 
devoted to sports footwear. 

There has been a marked im- 
provement in the attractiveness in 
retail shoe advertising in recent 
seasons, and it is distinctly to the 
credit of the shoe trade that in a 
period of backward business it is 
endeavoring to put its best foot 
forward by creating copy and lay- 
outs that are bright, fresh and 
original in their appeal, embel- 










the Main Spring” Arch. A rsinbow of colors to 
wonder = 're stall euggeating 
thet Cobanse are the shoe srmsation of thee year? 
° Damtomatsmenhinmaene 
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lished by smart illustrations and 
well calculated to stir the lagging 
impulses of a bargain wearied pub- 
lic into buying action. 

The following excerpts, culled 
from newspaper ads from many 
cities, show the trend in current 
retail shoe copy: 

Cutler’s, Chicago :—‘‘Mothers! 
Cutler’s boys’ and girls’ shoes 

at new lower prices. Built 
to wear a long time on active 
young feet and priced 
accordingly.” 

Carson, Pirie, Scott & Co., Chi- 
cago:—“When you pay $6 for 


genuine buckskin oxfords that’s 


value. Buying them at the men’; 
store is good judgment, because we 
don’t consider anything a valuc 


unless the quality has it all over 
the price. There’s many smart 
styles, including all white, whit: 
buckskin with black calfskin tri 
or brown trim. $6 pair.” 

The May Co., Cleveland :—- 
“White! Sea Sand! and Smoke || 
Elk! Summer shoes featured i 
the Wigwam for boys and girls! 
Solid leather shoes are made of the 
finest leather with excellent work- 
manship and in a wide range of 
styles. We specialize in widtlis 
and guarantee a perfect fit for 
your child. Special attention given 
to the fitting of these wonderful 
health shoes.” 

Hens & Kelly Co., Buffalo :-- 





Best & Co. 


Fifth Avenve at 35th Street 
GARDEN CITY MAMARONECK EASTORANGE BOSTON 





This is such a grand little 


GHILLIE 


ALL WHITE CALF 
WHITE WITH BROWN 


8.50 sae sor ut 


You can have it in a color to match almost any 
costume. And you'll Jove it. It’s unlined and 
perforated —hence, cool, comfortable and 
light on your feet. SIXTH FLOOR 
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McNEELY QUARTET 
FOR THE 


FALL COLOR HARMONY 


COLOR 99N 
SEAL BROWN 


answers the high-stvle demand 


tor a rich, dark brown. 


On On Sas 
AUTUMN BROWN 


a tricd and truce shade proved 


by a lone continued demand. 


COLOR 33 
WN IETPNNET IONS 


a utility gray brown 


for street wear types 


COLOR 89 


ADMIRALTY BLUE 


the approved dark blue 


or Fall wear 


MeNeely majors in those colors which comprise the bulk of colored 
kid requirements. For Fall and Winter three browns and a blue will 
fully satisfy your needs. 


ALLIED KID 
COMPANY 


McNEELY DIVISION y 
519 W.HUNTINGDON STREET N y 
PHILADELPHIA \ y 
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SHOES 


entirely new models on the famous 
Banister laste. . at a new low price! 


For over 80 years, Banisters have been the acknow- 
men's shoes». . never 


to weer ° 

Banisters fee! and look os though made to order, 

worn them enthusiastically and exclusively. And 

now, SAKS-BANISTERS bring you, ot 10.00, new 

models for street ond dress, on the same lasts, 
made with the same per- 


fection that earned 
Banisters their national 
prestige! 








MEME ~Men's Shoes 
MEMES Sisth Fleor 


“Boys’ oxfords $3.50. Dull leath- 
er, welt soles. Sizes 1 to 6 and 
6% to9. Sturdy and smart—just 
the shoe boys like. Misses’ and 
girls’ strap pumps with center 
buckle or blucher oxfords, made 
of fine quality patent leather. Nar- 
row heels. Widths AA to C. 
Sizes 6 to 3 $3.00.” 
Geuting’s, Philadelphia :—“‘Geu- 
ting’s new Rugby Elk Barefoot 
Sandal. A new glove-soft unlined 
Elkskin, made specially for bare- 
toot wear. It is exceptionally dura- 
ble and is cool and comfortable. 
Made on a Geuting Shoor-Tred 
last giving correct protection to 
young feet. A very special value.” 
Desmond’s, Los Angeles :— 
“Presenting ‘OLYMPIC’ a new 
lightweight sports model. Here’s 
a sports shoe to complement your 
smartest summer _ ensembles! 
‘Olympic’ . . . lightweight, easy- 
fitting, has that definite character 
that marks French, Shriner & 


Urners among America’s finest 
footwear for men! .. . White calf 
trimmed with black or brown calf- 
skin . . . Now ten dollars!” 

Franklin Simon & Co., New 
York :—“A shoe that understands 
aman. $5.95, in 1929 this quality 
was $8.00. These shoes show that 
leather can be made to give a man 
exactly what he wants in a shoe. 
It must look as right to him off the 
foot as it feels right on. The de- 
sign is clean cut without tricks and 
the tanning has civilized the leather 
to the point where the foot gives 
the orders, not the shoe.” 

Macy’s, New York:—“A walk- 
away in summer shoes for men. 
$5.94, These are only a part of 
our extensive assortment of sum- 
mer shoes. Buckskins, suedes, zug, 
elk and calf. Black and white, and 
tan and white. All-browns—all- 
whites. Leather soles, crepes, 
spikes, and rubber-nubbed soles. 
Brogues, semi-brogues, plain toes, 
and genuine moccasins. Even a 
new unlined black or tan calfskin! 
Summer shoes for street, sports, 
and dress.” 


Taylor’ s, Cleveland: — 
“Barbara Lee is well represented 
in white at $10. Choose them in 
snow white glove kid or cloth with 
kid trimming in ties, sandals, straps 
or pumps ... and Barbara Lee, 
you know, means hand-turned and 
bench-made shoes.” 

O’Connor & Goldberg, Chicago: 
—‘“Genuine imported white buck! 
Here’s a big saving on fine shoes 
for summer, sports and evening 
wear—with flannels. A complete 
range of sizes in every O-G store. 
$5.65—actually worth $8.” 

Palace Clothing Co., Kansas 
City:—‘In the medalist class! 
Place ‘Marvel’ sports oxfords $5. 
If you want a real surprise—com- 
pare these Marvels with any other 
sport shoe! You'll be amazed by 
the difference. Shown in white, 
black and white, tan and white; 
also ventilated models. All sizes, 
AA to D!” 

Jones, Kansas City :—‘Extra! 
Latest sports, and men, they’re a 
whale of a value at $5. What 
would summer be without a pair? 
So classy. So cool. And how they 





do blend with that summer suit. 
The newest wing tipped, pointed 
toe types, in soft white buck and 
black and white or brown and 
white.” 

Snellenburgs, Philadelphia, Pa. : 
—“Two. extraordinary value- 
groups in men’s sports shoes— 
$3.90 and $5.00. Summer’s out- 
standing styles in each price group ' 
Here are the smartest and mosi 
comfortable shoes for spectator 01 
participant in summer sports. Very 
smart with flannels or knickers— 
and very comfortable to wear t 
business during the very warm 
weather. Many, many new models 
to choose from.” 

Harper’s Walk-Over Shops, 
Philadelphia :—“Give ’em the air! 
White with tan, tan with sand- 
storm. All black or brown. $8.00. 
Let your feet in on this fine 
weather. Slip into a pair of our 
perforated Walk-Overs that let the 
breeze.in on your feet. Superb for 
hot-weather wear. Other perfo- 
rated models as low as $6.” 

[TURN TO PAGE 36, PLEASE] 


ROOS BROS 


WOMEN'S SHOE SALON 


“PIG-Shots” 
in WHITE 


stop at Roos 











... but not for long! 
«+e this is the market these pigs went to... and we 
daresay there are more styles in white pig shoes here 
than anywhere else in town ..... but our smart custo- 











THIRD FLOOR, MARKET AT STOCKTON STREET STORE 
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supple 


genuine 


alligator 


Prepare yourself for an alligator 
season ... with leather tanned 
by specialists. 


There is as much difference in 
the feel and wearing ease be- 
tween the improved tannage of 
BAYER-ROBERTSON alligators 
and the run-of-the-market of- 
ferings as there is between a 
boot and a house slipper. 


But not in price! 


Women will quickly learn that 
there is a genuine alligator 
leather which is supple and 
easy - to - wear. Merchants are 
going to advertise this quality 
and it will distinguish the shoe. 


The lasting serviceability of 
these genuine alligators tran- 
scends the exaggerated influ- 
ence of cheaper shoes. We re- 
peat: 


Prepare yourself for a 
BAYER-ROBERTSON 
alligator season. 


R CORPORATIO 


NEW YORK 









STRESS 





have helped to impress the public with 
the new idea. The public has been in- 
vited to visit the laboratory and see 
merchandising tests in progress. 

As pointed out in last week’s article, 
one of the biggest constructive accom- 
plishments of the Bureau of Standards 
has been to increase the confidence of 
the salespeople in the merchagdise they 
are selling and thus to stiffen the morale 
and improve the efficiency of the entire 
selling organization. 

For this Bureau of Standards idea is 
no mere publicity stunt. Back of it is 
the firm conviction that the public is 
still anxious to buy quality goods when 
they may be shown they are getting 
them at fair, honest prices. Price is 
still an important factor in the mer- 
chandising world, but when coupled 
with quality in an understanding way, 
it takes on an added force. 

The following text from two current 
advertisements clearly sets forth the 
store’s attitude: 


“ALL THAT GLITTERS IS NOT GOLD” 


“The depression has brought good 
things in its wake, as well as bad. The 
good things are the lowered prices on 
nearly every commodity in the country, 
placing many within the reach of people 
who never dreamed they could possess 
such things. The bad things are the 
obvious ones we have all read and 
talked about; and the less obvious one 
which you are going to read much about 
during the ensuing four or five weeks, 
namely, the lowering of quality stand- 
ards. 

“Manufacturers everywhere, in their 
eagerness to secure business, have con- 
sciously or unconsciously manufactured 
goods of inferior quality. They have 
put less into their dye stuffs, have taken 
threads out of the count of textiles, 
have cheapened veneers on furniture, 
have resorted to thousands of short 
cuts in an effort to reduce prices. 

“This, of course, hasn’t been true of 
all manufacturers, nor do we entirely 
blame those of whom it has been true. 

“All retailers have placed such pres- 
sure on many manufacturers that they 
have been virtually forced into this un- 
enviable position. Macy’s  couldn’t, 
with a clear conscience, claim it had not 
been a factor in this drive on manu- 
facturers. But we believe this sort of 
pressure can go too far—and that the 
introduction of any poor quality mer- 
chandise only makes for ill-will. 

“We do not tolerate any such tamper- 
ing with our best asset, which is the 
good-will of our customers.” 


“DON’T BE AFRAID OF MACY’S LOW 
PRICES” 


“Macy’s Bureau of Standards is a 
great emergency brake. It keeps us 
from being swept off our feet by spuri- 
ous bargains. For example, a manu- 
facturer offers us what looks like a 









Building Customer Confidence 


[CONTINUED FROM PAGE 21] 


fine bargain in fabric hats. But before 
we buy them we examine them in our 
testing laboratories. On one such lot 
we found, with the aid of our tensile 
strength apparatus, that the brims were 
not joined to the crowns with sufficient 
strength to withstand normal strain. 
Naturally, we turned them down, brims, 
crowns, and all.” 

“For Macy’s Bureau of Standards 
sees to it that we keep the friends we 
make by never allowing us to advertise 
a single thing that is susceptible to 
test until it has passed muster in our 
laboratories.” 


Industry’s Compensation 


[CONTINUED FROM PAGE 15] 


that have become identified as citizens 
of a community today have the stores 
upon which the greatest reliance can be 
placed. 

Those retailers and manufacturers 
who have pursued opportunistic policies 
that aren’t based upon sound semi- 
professional lines, are falling by the 
wayside. 

If these statements are true, if these 
ate the facts, then why continue to pur- 
sue them? Isn’t it time, therefore, for 
cooperative effort to build up our in- 
dustry on a sounder, more businesslike 
basis, which, I want to reiterate, can 
only be done through a cooperative ef- 
fort in education. The shoe business 
can not be built upon price alone, but 
must be accompanied by intelligent ser- 
vice. The shoe business should com- 
pete on service, and not on price, and 
good service requires price freedom. 

The best shoe on earth isn’t worth a 
nickel to a man if it doesn’t give com- 
fort. A wrong size sole, due to an im- 
poverished stock, because of lack of cap- 
ital or credit, never built a growing 
prosperous business. 

And, above all, never forget that you 
are worthy of your hire, that there is 
no business in the world that lends it- 
self better to a proper mark-up than 
the shoe business, for there is no shoe 
that was ever made that could not be 
imitated, anywhere from $1.90 up to 
$15.00, and who knows the value of it? 
You yourself don’t know within a few 
dollars, if the earmarks are taken off 
the shoe—where it originated, or who 
made it. Then how can a customer tell? 

Therefore, never hesitate to buy your 
shoes at a price that your community 
regards as proper and fair, and see that 
your mark-up will be such as will pay 
for the expert service that you are ren- 
dering, plus a net profit. Pay no atten- 
tion to other advertising, or startling 
statements. The man who indulges in 
them is a faker. Then why follow a 
faker, for sooner or later he passes out 
of the picture. 





Season’s Novelties 
[CONTINUED FROM PAGE 34] 


Gimbel’s, Philadelphia: —“In th 
younger set shoe shop . . . Our ‘Plat. 
form’ for Summer is WHITE for every 
occasion because it is so practical, jt 
goes with everythin! Because it j 
cool and summery; and because ov 
younger set collection of white shoe 
is the largest and smartest in town.” 

Broadway’s, Los Angeles:—“ ‘Dolorey 
steps out smartly in new Summer foot. 
wear, $5.00. Exciting new arrivals! 
Warm weather dress and street types, 
that will make your feet look as if 
you’ve spent much more than modes 
‘Dolores’ prices. $6.00.” 

Scruggs Vandervoort Barney, S$. 
Louis:—“Again . . . in the Modette 
Shop. The Wizard turns the trick in 
white shoes at $3.89. Because you need 
a lot of white shoes this ‘white summer 
—we’ve secured a lot of different style 
—all smart, new, for many occasions— 
to sell at a price that warrants buying 
several pairs. Saturday’s the day!” 

Steigerwalt, Philadelphia:—“A sport; 
pump of cool white ‘Suva’ with black 
patent leather—a strikingly new combi- 
nation that will delight you all summer 
long, and which will remain as smart 
as it looks no matter how frequently 
it is cleaned. $12.50.” 

Innes .Shoe Co., Hollywood :—“Daily 
Innes footnotes. ‘Sub-Deb’ Summer 
pump $5.00. Here’s another attractive 
model in the Innes ‘Sub-Deb’ line. 4 
smart little pump that is characterized 
by the semi-low heel that provides 
walking comfort as well as fashionable 
appearance. - Sizes 1 to 8 in pumps, ox- 
fords and straps.” 





Theodore Bergmann 


a. 

Thedore Bergmann,.76, founder and 
president of the Theodore Bergman 
Shoe Mfg. Co., of Portland, Ore., died 
at his home May 23 after an eight 
montis’ illness. 

Mr. Bergmann was born at Leipzig, 
Germany, and learned the shoemaker’ 
trade before coming to the United 
States in 1879. He made his home a 
St. Louis until 1881, when he moved to 
Portland. In 1902 he founded the sho 
factory bearing his name and until his 
death was president of the firm. 





Was Pioneer Merchant 


East ORANGE—Many letters of cor 
dolence are still being received by the 
family of the late Thomas G. Harrison, 
of 46 Glenwood Avenue, East Orange, 
who died at his home after a short ill 
ness nearly two weeks ago. His tw 
brothers, George K. and John G. Har: 
rison, established the shoe business ¢ 
Harrison Bros., located in what 3 
known as the Brick Church section 0 
Main Street, and he joined the con: 
pany in 1882 and continued in the bus 
ness until his retirement nearly thre 
years ago. 
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Mahley €& Carew, 
Cincinnati, Ohio 


n SAN FRANCISCO or SAVANNAH— 


people's buying habits are pretty much the same. 
In spite of lowered sales volume in all types of business, 
it is a fact that shoes are still in fashion, they are still 
wearing out and are being replaced every day in 


tremendous numbers. 


Where they are being bought depends pretty much on 


what the dealer is doing to influence trade his way. 


If a store is old-fashioned, run down in appearance and 
uninviting, it's certain that buyers are going elsewhere 
te get their footwear. No matter how good the mer- 
chandise it’s hard to make it look its part against 


a background like that. 


GRAND RAPIDS 
STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Executive Offices: Grand Rapids, Mich. Branch Offices and representatives in 


We have worked for and with hundreds of successful 
shoe merchants in every part of the country, large and 
small. We have seen sales increases follow remodeling 
programs in s0 many instances that we know we are 
correct in saying that there is no better investment 
a merchant can make than to modernize his place of 


business. 


The experience of thirty-five years spent in “ planning 


stores for more profit’ is at your disposal. 


You cannot afford to have any but the best advice 
when you take up a program of remodeling or rearrang- 
ing your store. There is no obligation incurred in 


consulting with us. The coupon will bring you literature. 





MAIL THIS COUPON TODAY 





GRAND RAPIDS STORE EQUIPMENT CORP., 

Dept. F-7, Grand Rapids, Mich. 

Please send me literature and information on your Store 
Planning Service and Equipment. No obligation implied. 


NAME. 





every territory. Factories: Grand Rapids; Portland, Ore.; Baltimore; N. Y. City 


STORE PLANNERS, DESIGNERS AND MANUFACTURERS 


+ « « OF FINE STORE EQUIPMENT 


ADDRESS 
CITY. STATE. 
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DISPLAY EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 















[, Gude’s two shoe stores, 
Los Angeles, an active customer control system has 
been the best and least expensive renewal solicitor 
and means of getting business that the firm has ever 
known. Out of 1300 charge customers, for example, 
whose accounts were inactive for a year or more, 
there was a reopening of 312, with shoe and acces- 
sory purchases amounting to $5,278 over a 60-day pe- 
riod. Recently, in a solicitation among 1216 cus- 
tomers whose accounts had been quiescent for six 
months or more, there resulted 300 account renewals 
and purchases to the extent of $3,436. 

The initial effort in coaxing customers back into the 
fold only cost $63.95. The cost and results of each 
succeeding promotion has been about the same, never 
over this amount. 

The customer control system and follow-up as 
practiced at Gude’s enable this Los Angeles shoe firm 
to know what Mr. and Mrs. John Jones, or others of 
their men and women charge customers are. wearing 
in the way of shoes; how many pairs have been pur- 
chased in a season or a year; whether it’s style or 
regular merchandise, what the sizes are ; whether pur- 
chases are for footwear, hosiery or accessories and 
under what price classification a patron comes. 

All this information appears in tabulated form on 
customer control cards, originated and copyrighted by 
Gude’s. The cards, blue for women, white for men, 
are filed in Addressograph plates with the customers’ 
names stenciled thereon. Cards show the patron’s 
preference in merchandise and the price range, the 
latter being known by these three letters “H” (high), 
“L” (low), “D” (de luxe), and also tell the stores 
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How Gude’s Coaxes Customers Back 


Customer Control System Stirs Up Inactive Accounts 


By S. A. 





LEWIS 


what departments are receiving patronage and what 
sections are falling below in sales. 

Let’s say that Mrs. Henrl Smith in the Spring of 
1932 purchased three pairs of shoes, size 442 from 
the Rose-room, the Broadway store’s fashion shop, 





Name 





Address. 








Former Address_ 


Why I Am Not Using My Charge Account At Gude’s 


(PLEASE CHECK] 


Service. _— 





Paying, Cash. 


Di Unkept Promise. Delivery. 





R. 1 




















Card sent out by Gude’s to check up on inactive accounts. 


a pair from the regular section and a pair of arch 
preserver shoes with three pairs of No. 9 stockings. 
This information appears in the proper columns as 
noted in the reproduced form. If Mrs. Smith’s ac- 
count has been inactive for the Spring and needs stir- 
ring up, an end tab on the Addressograph plate is 
switched from an upright position to an angle by the 
young lady who runs the control system and is auto- 
matically picked up for investigation as to why that 
particular account is dormant. 

Entries on the control cards are made monthly from 
[TURN TO PAGE 62, PLEASE] 
































THE SHOE STORE 





A Working Schedule for Busy 


Merchants 





USE an attention-get- 
1 ting advertisement to- 

night, for Saturday 
business, headed “Celebrate 
the 4th in New Shoes.” 
Emphasize LOW PRICES 
but don’t cut prices. This 
is practically the last chance 
for volume on Summer 
shoes—get it at a profit! 


HAVE an _ attractive 

window of “Smart 

Styles for July 4th” 
today, and be sure that 
every pair of shoes on dis- 
play is plainly priced. If 
you're planning a patriotic 
window for over the 4th 
put it in place tonight after 
the store closes. 











JULY is a tough 

month to get business, 

unless you PLAN your 
selling and advertising in 
advance. If you have not 
made a definite program 
for the month do it today. 
It will take special promo- 
tions to get business. Now 
what can you do? 


IF YOU can hold up 
6 volume without a 

Clearance it will be 
better to save your Clear- 
ance for August. This year, 
however, it is probable that 
most of your competitors 
start their Clearances in 
ony. If they do you had 

er do the same thing. 





IF YOU'RE to have a 

July Clearance why 

not start it Saturday? 
Go through your stocks 
peor | and dig out every 
pair at ought to be 
cleared. Then reduce prices 
relentlessly! This year 
people expect REAL bar- 
gains, or they won’t buy! 





USE a full page ad 
8 in tonight’s paper to 

announce your _ sale. 
And put a WALLOP in it! 
Have big red string tags 
printed with an announce- 
ment of the sale opening 
tomorrow and have boys 
hang one on every door 
knob in town. This stunt 
gets attention. 





this morning windows 

and interior should 
have a_ real sale appear- 
ance. Paper pennants help 
wonderfully to give this 
effect inside. See that every 
table display and every pair 
of shoes in the window has 
a big sale price card. 


9 WHEN the store opens 





window specials for 

today to keep v3 the 
interest in your sale. 
your sale items over care- 
fully today to see which 
ones sold best on the open- 
ing day of the sale. If any 
items didn’t seem to “take” 
the price was probably to 
blame. 


1 HAVE some good 


AS A follow-up on 
1 your newspaper ad- 

vertising of your 
Clearance send out a mail- 
ing card to your customer 
list today. Be brief! Just 
tell ’em, “Our Big July 
Clearance Is in Full Swing! 
Look at These Prices!” 
Then name four or five 
good bargains. 





stage of your Clear- 

ance Sale you ought 
to go through your stocks 
again to make sure noth- 
ing has been overlooked that 
ought to be cleaned out. 
You will probably change 
your mind about some 
numbers you didn’t put in 
the sale before. 


13 AT ABOUT this 





this “Men’s Day” in 

your Clearance, fea- 
turing this in your windows, 
by telephone calls to all 
your men customers, and 
handbills passed out on 
the street and from house 
to house. Give every man 
who buys shoes a good 
cigar today. 


14 YOU might make 





morrow. The sale 

that runs too long 
dies from lack of interest. 
Have a BIG ad tonight an- 
nouncing “Last Day of Our 
Shoe Clearance.” If you’ve 
repriced any numbers or 
added any new groups play 
these up as “Last Day 
Specials.” 


1 END your sale to- 





IF YOU have an 
16 real “dogs” in stoc 

that just WON’T 
sell, put them out on a $1 
table today and get rid of 
them. Display a - dozen 
pairs of shoes in the win- 
dow today with a card an- 
nouncing that you'll auction 
them off to the highest bid- 
ders tonight. 





Vacation Shisse Give Opportunity for 
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EY CALENDAR For JULY 











over get rid of every 

Sale sign and et 

ur windows and interior 

ck to normal. Nothing 

brands a store as a back- 

number more than the pres- 

ence of old sale. signs and 

pennants in the window or 

interior after the sale is 
over. 


18 NOW that the sale is 
0 





to-be thinking about 

your Fall window 
and interior trims. Make 
your plans now, order back- 
grounds, etc., in plenty of 
time and be r y to put 
everything in place when 
he season starts. You have 
—_ time for this now than 
ater. 


19 IT IS not too early 


IF YOU have, or can 
20 get a real KNOCK- 
UT Hosiery bar- 
gain try sending out a mail- 
ing card featuring this. In- 
vite mail and phone orders. 
Put in a flashy window fea- 
turing the same item. Pro- 
motions like this, of single 
items, will help hold up 
sales. 











get the physical 

equipment of your 
store in shape for Fall and 
Winter. Does the heating 
plant need attention? Are 
there any other repairs that 
should be made? Inspect 
the store and basement, for 
Fire and Accident hazards. 


21 NOW IS the time to 


clean-up Day tomor- 

row to dispose of all 
the odds and ends left from 
your Clearance? Put every- 
thing in two or three price 
groups, on tables — and 
make the prices mighty 
low! Feature this Clean- 
Up BIG in your advertise- 
ment tonight. 


22 WHY not have a 


feature your “Clean- 

Up” price groups to- 
day. Continue to feature 
your big Hosiery special in 
the windows, too, for Sat- 
urday is a good hosiery 
day. See that this Hosiery 
offer is mentioned to every 
customer that comes in the 
store today. 


23 USE one window to 








letic shoe business of 

your local schools? 
Why don’t you? You can 
supply everything they need, 
and it is profitable business. 
Now’s the time to line up 
this matter. Take the morn- 
ing off and find out who 
places the orders! 


25 DO YOU get the ath- 


orders placed? And 

have you any ad- 
vance Fall styles in stock? 
If so start featuring them 
in a small way in the win- 
dows. Are you satisfied 
with your newspaper mat 
service? Now’s ‘the time to 
DO something about it— 
before Fall. 


2 6 ARE your early Fall 





DID you ever con- 
aa sider a shoe shining 

chair in your store? 
It’s a convenience that 
brings people into the store. 
and by giving tickets good 
for several shines with 
every pair of shoes you sell, 
you gain good will and 
keep your customers com- 
ing in. 





ABOUT this time the 
28 wear and tear of va- 

cation play begins to 
tell on the children’s shoes. 
A good ad, or better yet a 
good circular featuring 
your very best values in 
children’s shoes will remind 
many parents that they 
must get new shoes for the 
children. 





thing special tomor- 

row. Why not run 
six or eight small ads in 
different parts of tonight’s 
paper announcing that “To- 
morrow Is Surprise Satur- 
day,” with such teasers as 
“See Our Windows,” “A 
Surprise with Every Pur- 
chase,” etc. 


2 YOU must do some- 





really unusual bar- 

gains in the windows 
today featured as UR- 
PRISE BARGAINS,” with 
various teaser cards simi- 
lar to your ads. Then givea 
small souvenir with every 
purchase, or refund every 
20th sale, or have some 
other similar stunts, 


30 HAVE half a dozen 








Vacation provides the 
selling theme for shoe 
merchants in July. The 
holiday on the Fourth 
starts the month off with 
a bang and marks the 
real beginning of vaca- 
tion time. Feature white 
shoes, sport shoes and 
other outdoor types. 
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THE UNITED CUSHION HEEL 


MAKES FINE SHOEMAKING 
BETTER » ITS QUALITY IS AS 
HIGH CLASS AS ITS DESIGN 
>» YOU CANNOT AFFORD 
TO MISS THE PRESTIGE IT 
WILL GIVE YOUR SHOES 


ITS PERFORMANCE ON FINE SHOES 


IN COMFORT AND 
WEAR IS AS FINE EVERYWHERE 


AS ITS APPEARANCE 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


td) sw es 
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NATIONAL NEWS 
» WHAT'S SELLING 4 


Stress Quality Appeal 


CHICAGO—Publicity among Chicago 
retailers is becoming increasingly in- 
teresting as showing a decided, if grad- 
ual, trend away from price appeal, only 
toward an effort to rebuild business on 
a quality foundation. 

An advertisement of Marshall Field 
and Company for June 14 features in 
the copy distinctiveness, smartness and 
quality as of first importance. Price is 
mentioned in connection with the cuts. 
While many retailers argue that the 
consumer is price-minded today to the 
exclusion of everything else, others be- 
lieve that the time has arrived to begin 
to try to create a demand for quality 
first. A window poster at F. E. Foster 
and Company’s stresses quality only. 

. While most of the retailers are 
obliged to concede much at the present 
moment to the price slashing mania 





such ads and posters are straws which 
show very definitely which way the 
winds are beginning to blow. 


Landslide for Whites 


Cuicaco—The present landslide for 
white shoes which continues to be re- 
ported everywhere in the Chicago mar- 
ket is being boosted by publicity, both 
newspaper and window displays, which 
group white hats, gloves, bags and other 
accessories with white shoes. 

Even with various colored dresses the 
ensemble idea is keeping the white shoe 
prominently in the mind of the con- 
sumer. Dealers are very generally re- 
porting that the demand for whites will 
keep up to the middle of July in spite 
of the fact that there has been very 
little Summer weather here yet and 
few whites are seen on the streets on 
smartly dressed women. 


————=E_——— 
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SATURDAY, JUNE 25, 1932 


hites in Indianapolis 


INDIANAPOLIS, IND.—The sale of 

oth men’s and women’s white footwear 
‘exceeds that of last year up to this 
time. White shoes are in better de- 
mand this season than ever before in 
the history of the shoe business. Ven- 
tilated oxfords in two tone effects are 
in better demand than last year. The 
demand for colors is dead and only oc- 
casional sales are reported. Prices 
range from $5 to $8 a pair with the 
greatest volume reported in the $5 shoe. 
In many instances orders have been re- 
peated several times since the warmer 
days have arrived. 





LIVE 7 ° 


Mr BOSTON 
ct 
z 


SHOE FAIR 
Hotel Statler 
July 11th, 12th 
and 13th 








More Pairs Per Customer 


PITTSBURGH—Signs for next Autumn 
indicate better opportunities for the 
promotion of more shoe sales to the cus- 
tomer, according to O. S. Kitchen, 
women’s shoe buyer for the Joseph 
Horne Co., leading Pittsburgh depart- 
ment store. 

“It will be important for Fall to have 
clothes that look ‘individual’ and call 
for more shoe styles,” Mr. Kitchen says. 
“This looks encouraging for better 
grades of shoes. This Autumn prom- 
ises to be a big tailored season. For 
the tailored suits we will sell tailored 
shoes of black and brown suede, calf, 
kid and reptiles with Cuban and boule- 
vard heels.” 

A new service to patrons of the 
women’s shoe department, which is be- 
ing introduced in the better stores in 
a number of cities, is offered by Horne’s 
in the hand-tinting and hand-decorat- 
ing of white footgear in every conceiv- 
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EVERY WEEK 


able color and pattern by a skilled ar- 
tist. White shoes in kid, silk, satin 
and all cloth materials are tinted or 
adorned with patterns, or both, at a 
very moderate cost. This method is 
doubly beneficial, in that it gives the 
customer the exact shade and pattern 
she wants without exposing the buyer 
to the risk of laying in a stock of odd 
colors and decorated models that would 
present a very serious problem in mov- 
ing the stock. 

The colors and patterns cannot be 
removed by washing and resist even the 
ordinary cleaning fluids used on shoes. 
Gustave A. Zirckel is the artist em- 
ployed by Horne’s for the work. 


White Shoes for Occasions 
Cuicaco—Cutler’s are displaying a 
large easel which is set up just inside 
the sidewalk in the open foyer leading 
into their store. It is well designed to 
attract the instant attention of the 
thousands of visitors that are throng- 
ing State Street this week. The easel 
carries a poster with cuts of four white 
shoes marked, golf, walking, afternoon, 
dancing. The price occupies a conspic- 
uous place on the left side of the poster. 


Round Toe Vogue Forecast 


ROCHESTER, N. Y.—With some of the 
factories closed Memorial Day week to 
permit taking of inventory and renova- 
tion and repairs, the manufacturing 
trade was at its lowest ebb in months 
here this week. 

Few factories expect to resume cut- 
ting on a heavy scale until late in the 
summer. Orders still are slack, al- 
though retail stores are selling white 
kids, sandals and beach shoes fast. 

Shorter vamps and rounder toes are 
scheduled for a run in women’s shoes, 
according to talk among Rochester 
manufacturers. Cemented welt shoes 
are expected to go well when work re- 
sumes. 


> PROFITIZE YOUR BUSINESS IN 1932 4 











IN THE LAST ANALYSIS « - - - - 


T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women's) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 


COORDINATED LASTS 
wwvvovowvowvwwowvwyv 





UNITED LAST COMPANY * BOSTON ¢ MASS. 
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» ABOUT PEOPLE 


Congratulations in Order 


BROOKLYN—John Justus Lattemann, 
a son of Justus J. Lattemann, president 
of the Justus L. Lattemann Shoe Manu- 
facturing Co., Brooklyn, and Miss 
Helen Cowen Murray, a daughter of 
Andrew K. Murray, president of Dis- 
tribution and Warehousing Publica- 
tions, Inc., New York, were married on 
June 17 at the Murray home at 1710 
Newkirk Avenue, Brooklyn. 


Made Vice-President 


PORTLAND, ME.—Charles D. Sawyer, 
for 21 years assistant manager of the 
Bliss & Richardson Shoe Co., of this 
city, has been made vice-president and 
assistant superintendent of the Trail- 
Moe Shoe Co., of Saco, Me. Mr. Rich- 
ardson, who has been identified with 
the shoe industry in Maine since early 
youth, will be in charge of the buying 
of stock and in direct supervision of 
salesmen. He will continue to make his 
home in South Portland. Joseph A. 
Cordeau is president and general man- 
ager of the company. 


California Store Changes 


SAN FRANCISCO—Business changes in 
Northern California are hitting along 
at a healthy gait. In Watsonville, the 
spirit of mergers has been active re- 
cently and as a result the Capital Shoe 
Store and John’s Shoe Store has been 
consolidated by John Henrickson. In 
Modesto, Karl’s Shoe Stores, Ltd., with 
headquarters .in Los Angeles, have 
opened a branch shop at 916 Tenth 
St., Modesto. In Oakland, Herrman’s 
Custom Built Shoes has leased the 
premises at 471 Fourteenth St. In 
Sebastopol, G. Particelli has opened the 
Analy Shoe Store. In Coalinga, J. 
Jarmulowsky has sold his shoe shop to 
Edward B. Rosentiel and Milton S. 
Rosenberg. 


Organizes Buying Service 


BostoN—B. Orlick, until recently 
buyer for the Newark and Nell O’Neil 
shoe stores, has organized a resident 
buying service to be known as the Bos- 
ton Shoe Buyers, Inc., with offices at 
207 Essex Street. Volume buyers of 
footwear will be served. Mr. Orlick, 
president of the company, has been in 
the shoe industry for more than twenty 
years. 

In addition to his recent connection 
with the Newark and Nell O’Neil 
chains, he has had six years’ experi- 
ence as Boston manager of the 
Bleecker Shoe Co., prior to which he 
was in the jobbing business under the 
name of P. Orlick & Son. Mr. Orlick 
will have headquarters in the Statler 
sw during the July Shoe and Leather 

air. 
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New Advertising Manager 


MAX CARROLL 


BELoIT, Wis.—Max Carroll is one of |- 


the boys who has grown up with the 
business of the Freeman Shoe Corpo- 
ration of Beloit. At its beginning 
twelve years ago he was assistant to 
H. C. Freeman, vice-president, who 
supervised all selling and advertising 
activities of the company, while R. E. 
Freeman, president, kept his eagle eye 
on the producing end. 

Max has served meanwhile as “pinch 
hitter” in several departments of the 
business and now returns to the en- 
larged duties of the advertising depart- 
ment. Known to hundreds in the in- 
dustry, who have contact with the 
company, as a quiet and able worker, 
he also registers the type of pleasing 
personality which make up the entire 
organization. 


G. E. Manley Visits Coast 


RocHEsTerR, N. Y.—G. E. Manley, 
vice-president of E. P. Reed & Co., with 
Mrs. Manley, is making a month’s trip 
to the Pacific Coast. During the past 
few years Mr. Manley has visited many 
of the important accounts in the Middle 
West and the East and is familiar with 
the merchandising methods used by 
these merchants. To gain a wider 
knowledge of the country it was his 
ambition to visit his friends on the 
Pacific Coast. 

It so happens that this is the silver 
anniversary of Mr. and Mrs. Manley 
so that the trip to the coast is a sort of 
second honeymoon. 


Visits Boston Office 


BostonN—Joe Ehardt, manager of 
the New York office of the Colonial 
Tanning Co., will be in Boston the week 
of June 6 on a visit to the home office. 
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Dont 
LoseSales 


Here’s an extra-pair, extra- 
profit proposition in a hiking 
boot for young women who 
go riding, hiking and camp- 
ing. This boot is famous for 
its fitting qualities. The 
price is lower, too. 





Full line on 
display at 
the Copley- 
Plaza, Bos- 
ton 











DUDE RANCH CAMP-MOCS 


(GENUINE GOODYEAR WELTS) 


IN STOCK—Always 


The 
HIKER 


Style 204—Chocolate Elk 14 inch 
boot. Treated leather sole, leather 
heel, rubber top. 

Sizes 4144/9 AA—214/9 A-B-C-D 
Do not carty size 8% 


Write for Dude Ranch Camp Mocs Catalog 
in natural colors, showing complete line. 


THE JUVENILE SHOE CORPORATION 
OF AMERICA 


AURORA MISSOURI 
‘BT, LOUIS SALES OFFICE: JEFFERSON HOTEL 








WHERE TO BUY 


Shoe Forms 


| Zurry Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 











oso | 


WHERE TO BUY 
Men’s Shoes 


“Tlettfeton, 


and MILLER COOK SHOES 


A. E. NETTLETON CO. 
8. W. COOK, President 
Syrecuse, N. Y. 










































































EAST WEYMOUTH, MASS. U.S.A. 

















“A MAN’S DECISION” 


THE 








Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 








Men’s 
Fine 
Shoes 
Old 
Colony 
Shee Co. 
- Mass. 











| ee 





Free Foot Clinic 


INDIANAPOLIS, IND.—A _ free foot 
clinic for all unemployed persons was 
held recently in the Merchants Bank 
building, under the auspices of the 
Indianapolis Association of Podiatrists. 
Dr. A. Hull, registrar of the clinic, an- 
nounced that all persons who would 
make a statement that they were un- 
employed or unable to pay would re- 
ceive free foot treatment. A large 
number of applicants received treat- 
ment. 





Foremen Plan Outing 


ROCHESTER, N. Y.—Under direction 
of President William Fennessy, a com- 
mitee of the Rochester Shoe Superin- 
tendents’ and Foremen’s Association 
last week began laying plans for its 
annual outing. The association re- 
cently held a dance to close its winter 
social season. As usual, the associ- 
ation is expected to invite factory rep- 
resentatives to the outing. 


New Heel Makes Sales 








PITTSBURGH, PA.—The new continen- 
tal heel is proving a big selling factor 
in women’s shoes beeause of the happy 
medium it offers between the very high 
and the low heel models, according to 
William L. Rosenberg, women’s shoe 
manager at Oppenheim, Collins & Co., 
Pittsburgh. 

Many fabric shoes are being shown 
during the current season and meshes 
are popular. The majority of the 
mesh shoes are finished with a little 
kid trimming, and all white is the pre- 
vailing color for meshes. This is the 
best season for white in the last few 
years. 

For early Fall there will be a demand 
for brown shoes, Mr. Rosenberg pre- 
dicts, and suede will come into its own. 
Some reptile patterns and alligator 





() ron 
M.A. ., Makers 






skin will be brought out again. 
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» TRADE DOINGS 4 





b —______ ______________________ 
FEATURING CHILDREN’S SHOES 












This attractive window display featuring children’s shoes appeared recently at the 
Emporium in St. Paul, Minn. 


Newspaper advertising has proved 
very effective for Oppenheim, Collins 
& Co., and the shoe department does 
quite a bit of newspaper and direct mai! 
advertising. The windows play an im- 
portant part in the sale of merchandise, 
Mr. Rosenberg believes. 

“If you give people what they want 
at the price they are willing to pay, all 
you have to do to bring many of them 
to your department is to put the mer- 
chandise in the windows,” he declares. 





Celebrates Anniversary 


Port CLINTON, OQH1I0O—Nissen’s Shoe 
Store, established in 1872 by the late 
Nicolia Nissen, is celebrating its six- 
tieth anniversary by a special sale in 
all departments. The store was 
founded at a time when Port Clinton 
was a mere village. 

After operating it for 10 years Mr. 
Nissen sold out to Christ Davids and 
Messiah Yensen, and retired to a 
farm. After 11 months in inaction he 
bought it back and continued active as 
manager until his death in 1901. At 
that time his son, Frank J. Nissen be- 
came manager. Charles Nissen, of the 
third generation is now manager. 





Sorority Section Scores 


CINCINNATI—The. new Sorority de- 
partment of the Potter Shoe Co., 18 
West Fifth Street, is one of the most 
attractive shoe departments in thi: 
country, and is one of the most success- 
ful departments in the store. Its ob- 
ject is to supply girls and women with 
low-heeled shoes in the smart styles 
generally shown only in high-heeled 
models. It also caters to boys ani 
young men. The success of the idea 
has been marvelous. 

Harry S. Gordon, who has been with: 
Potter’s for many years, is in charg: 
ofthe department. The better grade 
of shoes selling at from $6 to $7.5! 
have been the best sellers. 

The room is very large, extremel: 
well lighted and done in a modernisti 





style in red leather and mahogany. 
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PRICE IS WHAT YOU PAY . . . 
VALUE IS WHAT YOU CET 





The day was when price was a reasonably good measure of what you 
bought. Price had limited shrinkage and expansive qualities which made 
it an acceptable yardstick of value. 

Conditions have changed that. Pulled and pushed, stretched and contracted 

' in accordance with the whims and needs of distressed business, price has 
become very flexible. In fact, it has become a rubber yardstick—and 
nearly as dependable. 

Why does this affect you? Because the consumer, your customer, has 
been the first to distrust the yardstick of price. | Bargain prices no longer 
lure her dollar. 

From now on her measure of value is what she gets in service, comfort 
and worth—not “‘how much.” 

Merchants find that the stabilizing influence of Matrix recreates con- 
fidence, and stimulates buying. In workmanship and materials, Matrix are 
fine shoes. In addition they have a selling feature which kindles the spark 
of desire—the Matrix Idea. 

The Matrix Idea is not alone a scientific foundation for the foot—it is an 


unshakeable foundation for your future business. 


Shoes 


YOUR FOOTPRINT (GRIN LEATHER” 


ELFIN SHOES 


Superb Welts of Unquestionable Styling 
TO RETAIL $7 to $8 


E.P. REED & CO., ROCHESTER, N. Y. 


New York Style Studio: Marbridge Bldg. (Broadway at 34th St.) Philadelphia Office: Denckla Bldg. Chicago Office: 1729 Republic Bldg. 


THE Heywoop Boor anv SHoE Company of Worcester, Mass., has Peen 
licensed to manufacture Matrix Shoes for Men. 
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WHERE TO BUY 


Sport Footwear 


8 Fs os Oe eT 


WHERE TO BUY 


Women’s Shoes 


ORO 8 8 8 eh 





CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 











WHERE TO BUY 
Ballet Slippers 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 








BLACK KID BALLET 
SLIPPERS 


Soft and Hard Toe 
Ladies’ 2% to 8 
Misses’ 11% to 2 
Children’s 6 to 11 


1:2 
ir Highe 
ROTH SHOE Co. 
50 N. 4th St., Philadelphia 














OPENS NEW STORE 


MICHEL A. LEVY 


SANTA BARBARA, CAL.—Twenty-two 
years of successful business have cul- 
minated in a new store for Michel A. 
Levy, with an additional sport shop 
combining the architectural beauty and 
utility features found in the better 
shops of metropolitan centers, as illus- 
trated in the accompanying photograph. 

Beginning in 1910 with a much 
smaller but enterprising concern at 830 
State Street, the Levy store has ex- 
panded to such proportions that in- 
creased stock and enlarged floor space 
was demanded approximately every ten 
years. 

In 1919 the store removed to the pres- 
ent site followed by yearly expansion, 
materializing in the recent addition to 
the attractively designed business 
houses of the city, a material proof of 
prosperous merchandising and faith in 
the future of local commercial enter- 





The ‘interior decorating of: the stor 
was planned: by architects and artist; 
specializing in commercial design, in. 
corporating the ideas of Mr. Levy. 

Bernard’ Paradise, formerly of th 
firm of Frel and Paradise, architect; 
for Bullock’s Wilshire department store, 
designed the modernistic settings for 
the store, and the color scheme wa; 
originated by John Gamble, Santa Bar. 
bara artist. 


Ground Gripper Assets Sold 


PORTSMOUTH, OHIO—The Selby Shoe 
Co. of Portsmouth participated in the 
purchase of the assets of the Ground 
Gripper Corporation of Harrisburg, Pa, 
which company distributed the Ground 
Gripper, the Cantilever, the Dr. Kahler 
and the Physical Culture lines. As a 
result of the sale of the assets, it is an. 
nounced that the women’s lines of the 
brands controlled by the purchasers will 
continue to be produced in the factories 
of the Selby company. 

The company will be organized as 
Orthopedic Shoes, Inc., with central of. 
fices in New York, it is announced. 

It was in January, 1931, that the 
Selby Shoe Co. made arrangements with 
the Ground Gripper company to pro- 
duce the shoes for women, and for a 
time the Selby company enjoyed a 
largely increased production. Better 
styling of the shoes resulted. The pur- 
chasing syndicate has secured patents, 
trade marks and other assets of the 
former company. 


Bandit Kills Shoe Man 


DETROIT—Leo E. Altenberg, Detroit 
shoe store proprietor, was killed by a 
bandit who held up his store. The 
bandit escaped without being identified, 
but did not secure any money. Alten- 
berg’s store was located on the east side 
of the city, 8451 Gratiot Avenue. He 
was 62 years old. 
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New shoe store recently opened by Michel A. Levy in Santa Barbara, Cal., where Mr. Levy has 
been successfully engaged in retailing shoes for 22 years. Observe how the unusual depth of 
the store is broken with attractive display cases. 
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THREE REASONS WHY 


SATIN FINISH KID 


WILL STAR IN THE 
FALL FASHION PICTURE 


SATIN FINISH KID meets so 

many fashion requirements so 

satisfactorily and economically 

that its continued popularity is 
wholly logical. 


AT IS 


a | 


-KID- 
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WHERE TO BUY 


Children’s Footwear 
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Shoes in Stock 
WISWELL-TREANOR 


7) SHOE CO. 
CEDAR GROVE 
WHERE TO BUY 


WISCONSIN 
Men’s and Women’s 


Slippers 








| el 





G 


4 \ QUALITY TURN 
ie) | D’ORSAYS 


All Coters A & C in Steck 
to Retail at $2.00 
Write for cotelogue 


FREEMAN-THOMPSON 
SHOE COMPANY 
Mingessta 


















W. S. CHASE & SONS, INC. 
HAVERHILL, MASS. 
Genuine Handturned 
Leather-lined kid Mule 
Patent-Red - Blue-Tan. 
Price $1.20 
Men’s Leather - lined 


In Stock a egilipners. Price 





Soccooooooooooooooooco se”, 
Radio-Tyme House Slippers 


Genuine Hand Turned 
tn-Stock te Retall 
$3 to $s 








Me. 1446—Tan 
Kid Bverett 
$t.e0 








© L. B. EVANS’ SON CO., wesosesotl 


Sell Ties and Shoes 


SPOKANE, WASH.—The Cut Rate Tie 
& Shoe Company have opened one of 
their chain of stores at 109 North Wall 
Street, under the management of Wm. 
A. Fuller. The company now have 
three of these stores in San Fran- 
cisco, one in Portland and one in 
Spokane. 









HEADS VETERANS 





EARL E. GAY 


Newly Elected President of the 
Quarter Century Club, Composed 
of Employees of United Shoe 
Machinery Corporation in Ser- 
vice 25 Years or More. 








New Store in Seattle 


SEATTLE, WASH.—Porad’s shoe store 
has opened at 317 Pine Street with a 
most complete stock of the latest shoes. 
During the opening the attractive mod- 
ern store was banked with roses and 
other seasonable flowers. The store is 
modernistic in design, with an attrac- 
tive black and silver front. The inside 
is finished in walnut and pastel color- 
ing. Two outstanding features that 
meet the eye are the heavy maroon rugs 
and crystal chandeliers. Its stock 
shelves are of the inset wall type. 

The shop is under the supervision of 
Jack Porad and a small but most effi- 
cient staff. The store will handle 
popular women’s shoes. exclusively 
priced at $3.95. 





New Footwear Salon 


MILWAUKEE—A new footwear salon 
has been opened by the Boston Store 
here, featuring the Delman line which 
has recently been added by the shoe de- 
partment of this house. It is announced 
that Delman styles will be featured in 
this shop simultaneously with their ap- 
pearance at the Delman salon in Madi- 
son Avenue, New York. 





Shoe Jackets Improved 


CHICOPEE FALLS, Mass.—The Knit 
Goods Specialty Co. of Chicopee Falls 
have introduced a number of improve- 
ments in their dust-proof shoe jackets, 








merchandised under the trade name 
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“Tecs.” These include a new style , 
fastener known as the Identifastene, 
designed to keep the jackets tight 
closed and at the same time serve as 
tag on which may be written a bri 
description of the shoes inside. 

The jackets, which are used for pac; 
ing shoes both when traveling and y 
home, also appear in a new style y 
package of attractive modernistic «& 
sign. 




















































































Tinted Nails to Help Sales 


CHIcAGO—The new craze for tintiy 
nails of the toes will result, it is } 
lieved, in more willingness on the pa 
of women to allow the shoe salesm 
to fit feet according to the need of th 
foot rather than by the size. This com 
ing vogue for feet of beauty is an e 
cellent talking point at the presen 
moment to sell quality shoes which wil 
supply comfort as well as style and giv¢ 
an opportunity to get away from pri 
talk. 


Creditors Get 59.7 Per Cent 


BuFFALO—Creditors of Sterling Shoes 
Corp of 509 Main Street, which oper. 
ates a chain of 10 retail footwear 
stores in New York, Wisconsin, Illi. 
nois and Minnesota, have received a 
final dividend of 34.7 per cent, thus 
making total dividend payments 59.) 
per cent as the result of the liquida. 
tion of the estate of Adrian Block and 
Charles H. Fitch as assignees under 
the supervision of County Judge F rank 
Bret Thorn. 

Total income from the sale of assets 
was reported by the assignees to have 
been $102,716 and the amount avail- 
able for the final dividend and payment 
of administration expenses was $81, 
755. The assignees received a_ joint 
fee of $10,000 and the attorneys for the 
assignee received $7,100, with an al- 
lowance of $1,400 to attorneys for the 
assignor. The estate now has been 
closed with all assets completely liqui- 
dated. 


Replica of Fifth Avenue Store 


Paterson, N. J.—The A. S. Beck 
store at 136 Main Street has a new 
manager, a new front and a newly 
decorated interior, with its shelves 
stocked with hundreds of new styles 
coming in each week. 

The front is a replica of the A. S. 
Beck Salon Moderne on Fifth Avenue, 
New York, and the Main Street glistens 
with silver and glass reflecting a mil- 
lion beams of shimmering light. 

Mr. Jacobs, the new manager, is very 
enthusiastic and stated that five years 
ago there were 10 stores, all located in 
New York, while there are 100 today 
throughout the East and Middle West. 
Business has been on the upward grade 
since the changes have been compicted. 
More space has been found to accom- 
modate the increasing business ir the 
city. 
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=] AN IMPORTANT LITTLE DETAIL 


Style { 
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Ss 
’ tinting 
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1 o: Oa The wide-awake manufacturer never 
} an ex | 2 2 

preseafllm | neglects his laces for he recognizes the qual- 
ich wil} 


nd gina | ity lace as one of the smaller yet important 


mM pri 


items so necessary to the smart, finished ap- 
ant 


g Shoe 
h oper. 
ot wear 
. & Although the customer may not know 
t, thus 
a that your shoe conceals a box toe, counter, 
iquida- 
a shank, etc., he instantly sees the lace. A good 
F rank 


pearance of his footwear. 


“all looking, quality lace is a visible sign of inbred 
0 have 


wail | quality in the shoe itself. Equip your shoes 


y ment 


Bi | with laces backed by 67 years of lace making 
, : | experience. We can offer you a complete 
eld line of glazed, soft-finished, rayon, and mer- 


cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS, 
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WHERE TO BUY 
Sandals 


*-KENDALL’S . SANDALS 
GRECIAN CAMP 


TENNIS AND 
DANCING SANDAL 
Full Sizes Only 


from 6 child's te 
(0 women’s 
Made of Elk 
Smoke 





Single Pairs 
$1.15 





12 Pair Orders 
$1.00 








KENDALL SHOE COMPANY 
HAVERHILL, MASSACHUSETTS 


* * 
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WHERE TO BUY 
Shoe Laces 


Are you prepared to sell 
new laces for Ghillie 


Ties? 


@. 
Dpritehollnce 9 
SHOE eer ey: 


PORTSMOUTH 


WHERE TO: BUY 


W ooden Sole Footwear 





Sundip 
Sandals 


have a place in 
every smart. girl’s 
summer 
Lovely orchid, 
green, red, yel- 
low, ‘black, Royal 
Blue. 
Wide straps, narrow straps or exclusi 
lsce model for the very chic re 
Extra Profit for the alert merchant. 
CATALOGUE NO. 4. 
REECE WOODEN SOLE SHOE CO.,’ INC. 
Celambus, Nebrask 




















..On the SellingJEnd.. 


News of the Travelers and Sales Activities. 





Johansen. Salesmen- Depart 

St. Louis—Johansen sales represen- 
tatives left recently for their territories 
with the Fall lines of Johansen and 
Jobo shoes. 

J. M. Hinton will travel southern 
California, Oregon and Washington; 
O. W. Launer some of ‘southern Cali- 
fornia; R. S. Langston, Idaho, Montana, 
Wyoming, Utah, Colorado, Arizona and 
New Mexico; W. T. Stephenson, Texas 
and western Louisiana; Cy Wheeler, 
Kansas, Oklahoma, Arkansas and 
southwest Missouri; Leonard Roger, 
North and South Dakota, Nebraska and 
northern ‘Missouri; F. R. Dexter, 
Minnesota and Iowa; C. R. Terry, Wis- 
consin and northern Illinois; H. F. 
Brune, St. Louis and territory sur- 
rounding; D. W. Brill, Ohio; Saul 
Abrams, Pennsylvania and New York 
State; Ray M. Mountain, New York 
and New England States; James 
Stoner, Indiana, Michigan and Ohio; 
Charles H. Phillips, South Carolina, 
Alabama, Georgia, Florida, Biloxi and 
Gulfport, Mississippi and New Orleans; 
and J. L. Jones, Kentucky, Tennessee, 
Mississippi and eastern Arkansas. 


Hoge-Montgomery Reorganize 


FRANKForRT, Ky.—M. P. Bringardner, 
correct posture advocate, has become 


associated with Hoge-Montgomery Co., | 


Frankfort, Ky. He styles the line and 
calls on some of the big trade. He de- 
veloped his flair for drawing:shoes while 
on the road for Riley Shoe Co. some 


M. P. BRINGARDNER JOSEPH E. FOLEY 
time back. Later he had his own fac- 
tory at Logan, Ohio. His last three 
years were spent in the style depart- 
ment of the International Shoe Co. 
Joseph E. Foley is with«Hoge-Mont- 
gomery Co. after eight years with: Wal- 


den & Perry, Incorporated, Lynn, Mass. ° 


Joe is calling on the.volume buyers, 
but he is never too busy to write a 
medium sized order. 

Hoge-Montgomery recently reorgan- 
ized their entire business set-up, and 
the new line will be displayed at the 
Ritz-Carleton during the Boston Shoe 
Show. 











a 


C. R. WISE 


C. R. Wise with Sherwood 


RocHESTER, N. Y.—C. R. Wise, for- 
merly with Irving Drew, has joined the 
sales force of the Sherwood Shoe Co, 
Rochester, N. Y., and will represent 
them in the States of Arkansas, Louisi- 
ana, Mississippi, Oklahoma and Texas. 

Mr. Wise is well known in this ter- 
ritory, having covered it for many 
years as representative of Irving Drew 
and. Krippendorf Dittman. 


Liser Vice-President 


MILWAUKEE—Harold Liser, capable 
assistant to Walter Booth, of the Wal- 
ter Booth Shoe Co., with supervision 
over advertising and promotion for the 
past five years, was recently honored 
with election as vice-president of the 
Milwaukee Advertising Club, ‘in whose 
activities he has taken an active part. 


Charles H. Phillips Joins Johansen 


St. Lours—Charles H. Phillips, 
active in the shoe industry for many 
years, is the new Johansen salés repre 
sentative in South Carolina, Georgia, 
Florida, Alabama, New Orleans, Biloxi 
and Gulfport; Mississippi., 

‘Phillips‘will present both the Johan- 
sen line and the Barnes Shoe Co. Jobo 
shoes, a subsidiary Johansen branch. 

Well known throughout the South, 
Phillips was shoe buyer for George 
Muse Co., of Atlanta, Georgia, for many 
years. Prior to this new connection he 
travelled for a shoe manufacturer in 
Southern regions. ; His: home is in Ma- 





con, Georgia. 
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STAY AT 


THE HOTEL 


MONTCLAIR 
LEXINGTON AVE.49™ TO 50™ST. NEW YORK 
Directly Opposite the Waldorf-Astoria 


ON YOUR WAY TO 
AND FROM THE 


BOSTON SHOW 


JULY 11, 12, 13 


Attractive Summer Rates Now in Effect 


800 ROOMS 


EVERY ROOM WITH BATH 


Single, from $3.00 per day 
Double, from $4.00 per day 


A RADIO IN EVERY ROOM 


* Short walking distance from Grand Central 
Terminal and B. & O. Motor Coach Station. 
Ten minutes by taxi from Pennsylvania Sta. 


American Home Cooking Served in a Notable Restaurant 


OSCAR W. RICHARDS, Manager 
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TEST PROVES SHU-MILK to 
be ABSOLUTELY HARMLESS 


for Cleaning and Preserving ALL 
kinds of WHITE footwear 


The result of independent experiments con- 
ducted by one of America’s largest distributors of 
shoes and findings, should interest every dealer. 
In his own words— 


“We have experimented with Shu-Milk on WHITE 
ELK, CALF, KID, CABRETTA, also LINEN and 
CANVAS, and have proven conclusively that it is 
not harmful in the least to any such materials. 


“We had a pair of infant’s white cabretta strap 
slippers on which Shu-Milk was applied more than 
fifty times, and inasmuch as the infant was creep- 
ing, it required considerable rubbing in order to 
clean them. They were pretty well saturated and, 
contrary to directions, in a good many instances 
were dried on top of a radiator. The white cabretta 
leather is in excellent condition. 


“We believe we can recommend Shu-Milk as a pre- 
servative as well as a cleaner.” 


(name on request) 


,—-AND PROFITABLE 


Costs you $18.90 in gross lots through 
your jobber. Also FREE GOODS OFFER 
which enables you to DOUBLE-YOUR- 
MONEY. 


ASK YOUR JOBBER for 
DISPLAYS and DEALER HELPS 


*Sold as “the BEST EVER USED or MONEY 
REFUNDED” (printed on every bottle). 


List price 
$1.75 per doz. 
Retails 25c. 


National Ad / 


WATER TSNVIER ING. \=\ 





WHERE TO BUY 
Riding Boots 
RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 


Boots. 
Write for catalog. 





Shoe Line Displayed 


New York—Natural Bridge Shoe- 
makers of Lynchburg displayed a line 
at the Hotel Commodore June 21 and 
22 in connection with the merchandise 
managers’ convention of the National 
Retail Dry Goods Association. A booth 
in the lobby of the convention hall con- 
tained a display of Natural Bridge 
merchandising plans and on the night 
of June 22 a Natural Bridge dealers’ 
meeting was held at the Commodore, to 
which were invited all merchants in the 
metropolitan area. 

A display of the line was made at the 
William Penn Hotel in Pittsburgh last 
week in connection with the Store Man- 
agers’ Convention and Comptrollers’ 
Congress of the N. R. D. G. A. 


Travelers Enjoy Outing 


INDIANAPOLIS, IND.—Members of the 
Indiana Shoe Travelers’ Association en- 
joyed their usual Summer outing on 
Saturday, June 11, at Two Brooks, a 
summer resort just north of Indianap- 
olis, on State Road 31. The attendance 
was unusually large, probably due to 
the ideal weather. 

On Saturday morning the last busi- 
ness meeting before the summer vaca® 
tion season was held in the club rooms 
at the Claypool Hotel. 


Homer Beals Candidate 


INDIANAPOLIS, IND.—Homer H. Beals, 
widely known in shoe circles, and past 
president of the National Shoe Trav- 
elers’ Association, is seeking the nom- 
ination for secretary of State of Indi- 
ana. He has opened his headquarters 
in the Claypool Hotel. 


Nankin to Discontinue 
Juvenile Shop 


MIAMI, FLA.—The Juvenile Bootery, 
8 So. Miami Ave., is to be discontinued, 
M. N. Nankin, owner, announces. The 
business was established in the present 
location five years ago, and features 
Enna Jettick and Buster Brown lines. 





“My Life 


of Style” 


An Extraordinary Serial Story of a Successful Shoe Man’s Career— 
To Start in Next Week’s Issue 


What this industry needs is a rebirth 
of ambition and we believe it best can 
be stimulated by telling the story of the 
most eminent shoe stylist in America. 
You owe it to yourself to read the serial 
starting July 2—“My Life of Style” by 
Julius A. Goldberg, as told to Ethel 
Sherman Daniels. It has within it 
style source themes of fascinating in- 
terest to every reader connected in any 
way with the shoe business. Over 
thirty years ago, he voiced the opinion 
that: 

“Beautiful feet and ankles attract 
attention to a woman’s appearance 
much quicker than a pretty face.” 

On that platform of sixteen words a 
great ‘usiness had its inception and 
success, 


That biography starts with a lad of 
twelve working from seven in the 
morning to six at night for $3 a week 
and ends with the glorious lines: 

“Men have always looked at beauty, 
and now that women realize that a wel] 
shod foot is a thing of beauty, there 
need never be any fears for the future 
of the shoe industry.” 

This serial story is of signal interest 
because of its possibilities for encourag. 
ing the rebirth of fashion adventure in 
tonic to a trade. 

Human interest in every paragraph 
—glorious achievement in every chap. 
ter—a shoe life with all its trials, iis- 
appointments and accomplishments. It 
is terse and graphic, and sincerely. 





Teaching the Public toW alk 


Stetson Shoe Campaign Gives Walking 
Lessons 


“So far as our generation goes, they 
say that nine out of ten of us have 
foot trouble. That the throwing of the 
weight forward to the ball of the foot, 
occasioned by spike heels, results in cal- 
louses, contracted toes, corns, arch dis- 
orders; that high heels shorten the 
back-leg muscles and make the legs and 
ankles thick and ungainly; that they 
cause the abdomen to protrude and 
eventually turn the spinal curve into a 
letter “S.” 

That is a little talk to the public, 
based on research, which the Stetson 
Shoe Company has been making. Its 
interest is not orthopedic shoes, not in 
corrective shoes, but in walking grace. 
Stetson, therefore, concerned these 
many years mainly with shoes of 
tailored smartness and durability, is 
now undertaking a campaign to educate 
women in grace, to teach them how to 
walk. 

It has discovered that the average 
woman—presentable enough, or even 
incredibly beautiful as she stands still 
—becomes a halting, awkward creature 
when she walks. 

It does not matter to Stetson what 
women wear at tea-time or in the even- 
ing. When they drink tea, they are sit- 
ting; when they dance, their weight is 
thrown forward anyway. The Stetson 
Shoe Company does not make dress 
shoes. Its concern is how women walk, 
and it has designed shoes to fit the 
walking woman’s foot. 

Stetson is sanguine about women. It 
observes that women are increasingly 
tailored, and it believes they are in- 
creasingly sensible. It believes that 
even the youngest and smartest wish to 
walk well and healthily, rather than in 
awkward exquisiteness. 


60. 


Here are some first lessons in walk- 
ing taught by the Stetson method: 

“When you’re standing, point your 
feet straight ahead and place them two 
to four inches apart. Keep the ankles 
straight and support the weight on the 
outside of your foot. 

“When you’re walking, jar your body 
as little as possible; swing along easily 
and gracefully, toes straight ahead! 
keep your weight away from the long 
arch on the inside of your foot. 

“It is smart, it says, to walk bravely. 
Don’t pitch forward or sway awkwardly 
from side to side as if there were a bad 
sea running beneath you. Have the 
poise of comfort.” 


New England Trade Conference 


Boston.—A round-table conference, 
sponsored by Hugh Butler, New 
England manager of the U. S. Bureau 
of Foreign and Domestic Commerce, 
was held at the Boston City Club, May 
25, for a discussion of the best methods 
of inducing New England’s 3,000,000 
annual vacation visitors to purchase 
more of New England’s products. The 
conference was attended by represen- 
tatives of about 20 different industries 
and trades. 

On the same evening Mr. Butler gave 
a radio broadcast over WAAB on the 
subject, under the auspices of the New 
England Council. He mentioned sport 
and hiking shoes as among the typi- 
cally New England products that might 
figure in such a selling campaign. 


Sake’s Now Capitol Shoes 


DETROIT — Capitol Shoes, Inc., has 
taken over the business of Sake’s Shoes, 
at 111 State Street, downtown location. 
Joseph H. Sake remains proprietor of 
the business. This store is now special- 
izing in the one-price $2.95 line, ladies’ 
shoes, and operates the La Jolie Shoe 
department at 6506 Woodward Avenue. 
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1 bad STORE SALESMANSHIP— 
the RACINE DISPLAY RACKS 


Customers don’t “buy”? shoes in boxes. 
Show shoes to sell them. Let people see 
what they want. Racine racks do. They 
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How Gude's Coaxes Customers 


[CONTINUED FROM PAGE 43] 


sales slips filed in the credit depart- 
ment. This work, however, is done in 
the advertising office under the super- 
vision of Mrs. Ruth Hamilton, advertis- 
ing manager, who installed the system 
which operates in Gude’s both stores. 

Explaining the mechanics of the sys- 
tem, Mrs. Hamilton says: “If the cus- 
tomer control card of one of our charge 
customers shows no purchases in the 
Spring or in the Fall, at which periods 
a check-up is made of inactive accounts 
followed -by. mail solicitation for ac- 
count renewals, we send her a personal 
letter asking her to tell us frankly why 
she has not been using her account. 
With that letter we enclose a card and 
self-addressed envelope requesting that 
the customer check on the card the rea- 
sons ‘Why I am not using my charge 
account at Gude’s’.” Reasons listed are: 
Paying cash, service, merchandise, dis- 
courtesy, unkept promise, delivery, re- 
marks, with space for name, address or 
former address. Replies, including re- 
turned post cards and.actual sales, are 
watched only for a 60-day period. 

The first campaign of 1300 letters, 
several seasons ago, sent out at the cost 
of $63.95, brought a return of 20.1 per 
cent with 261 replies, and the record of 
312 renewals as already mentioned. 
Reasons for not.using the account va- 
ried, but in each succeeding campaign 
they have been pretty much alike. The 
first tally brought this detailed report: 
Into the store personally came 29- ex- 
patrons to tell why they hadn’t been 
making charge purchases; 11 reported 
they were out of the city temporarily; 
23 that they had just returned from 
visits elsewhere; 11 were experiencing 
financial difficulties; 11 found locations 
inconvenient; 14 had moved away from 
Los Angeles; 17. were being handled by 
the credit department; there were 18 
minor complaints and '34_ serious 
charges, while 93 were paying cash for 
their purchases. In addition, 75 per 
cent of the number solicited who re- 
turned cards expressed thanks: for the 
interest taken in them. 


Another recent campaign instituted . 


by this store purely for research pur- 
poses, in order to determine family 
patronage of Arch Preserver shoes 
brought a response of 1700 out of a 
mailing of 4500 to feminine purchasers 
including 2000 cash customers and 2500 
on the credit list. No effort was made 
to check sales directly, the aim of the 
campaign, as Mrs. Hamilton describes 
it, being solely an Arch Preserver cen- 
sus. Costing $200, the research inves- 
tigation consisted of letters sent to this 
selected list of 4500 women patrons ad- 
vising them that Gude’s also carried 
men’s and children’s shoes of the same 
last and requesting that the recipients 
check a card indicating how many in 
the family wore Arch Preserver shoes 
—whether husband, mother, sister, 
growing: boy or girl. 











In the first morning’s mail came 458 
replies to this questionnaire, while the 
1700 eventually covered a two-weeks’ 
period. Approximately 900 gave the 
desired information, while the remain- 
ing 800 in replying stated that they 
were thoroughly satisfied with Arch 
Preserver shoes and could recommend 
them highly. To this latter group a 
follow-up letter was sent suggesting 
that all in the family wear Arch Pre- 
servers. The only objective in gather- 
ing this information was to publicize 
the fact that Arch Preserver shoes were 
carried for the entire family, hence no 
direct check up of results from a sales 
angle was made. Here again, however, 
the customer control system came in 
handy, since the 2500 charge customers 
whose names were used were many 
taken from the control records. 


BOSTON SHOE 
FAIR 
Hotel Statler 
July 11th, 12th 
and 13th 


Baxter’s Robbed by Day 


SEATTLE, WAsH.— Backing Carl 
Douglas, manager of Baxter’s exclusive 
shoe store, 1406 Second Avenue, Seattle, 
up to the shoe store’s safe, and 
compelling him to open it at the point 
of pistols, two hold-up men robbed the 
store in broad daylight as hundreds 
passed the prominent location on their 
way to work. 

There were shop girls, clerks and 
early office workers scurrying by as 
the hold-up was transacted at 8.30 
o’clock in the morning, just shortly 
after Carl Douglas and the shoe store 
janitor, L. G. Larson, had opened the 
store. But these did not heed the rob- 
bery and the looting of about $1,000 
from the safe in cash and checks and 
the stealing of a diamond ring from 
the finger of Douglas. They also took 
the keys to the front door of the shoe 
store and an electric clock. 

Douglas and Larson had been bound 
by the bandits, and their lips sealed 
with adhesive tape to prevent outcries, 
as they were carried to the store’s bal- 
cony. They were released a few min- 
utes after the hold-up men had de- 
parted by G. M. Kearney, driver for a 
transfer company, making delivery of 
a load of shoes, and who had been try- 
ing to get in while the robbers were at 
their work. 

The men made good their get-away, 
although both the store manager and 
the jaintor retained good descriptions 
of them, which they have turned over 
to the_police. 


New Windows for Stetson Stores 


CHIcaco — Handsome new __ back. 
grounds and fixtures have just been 
installed in the fourteen display win. 
dows of the two Stetson shoe stores in 
Chicago. These express a happy com. 
bination of dignity. with modernistic 
effect which accords well with the at- 
mosphere of the stores and is designed 
to appeal to the high class conserva. 
tive trade which this house draws. 

Strong touches of black and silver 
are used. Some bold lines swept in 
after the-impressionistic manner deco- 
rate the background panels, which are 
in pastel shades. On some of these 
are printed various ideals upon which 
this house has built up its success, 
One interesting show card announcing 
a modern shoe shine parlor invites 
women to enjoy the hospitality of the 
unique “Stetson Lodge” in the base- 
ment. 

New modern fixtures have also just 
been installed in the hosiery depart- 
ment. In these, active stock is kept 
in full view of the customer making 
for an easy selection. 

In speaking of the large sum ex- 
pended on these two improvements 
right now, F. W. Cox, manager of the 
store at Adams and Dearborn Streets, 
said: “The windows are the eyes of 
our stores. We want to make them so 
attractive that we are sure that the 
crowds passing will stop, look and be 
impressed.” 


Schiff Outlet Store to Open 


CoLumsBus, OHI0—The Schiff Co., 
operating a chain of 184 retail shoe 
stores throughout the country, will open 
a Columbus unit at 142 North High 
Street soon under the name of the 
Schiff Outlet Shoe Store. The unit 
will replace the store conducted at 
Spring and High Streets under the 
name of the Kirby Shoe Store, which 
was discontinued to make room for the 
construction of a large department 
store to be operated under the name 
of Moby’s. 

Ralph Lurie, former manager of the 
Kirby store, will be manager: of the 
new store. Earl Coplon, supervisor of 
the Schiff organization, of Indianapolis, 
was recalled to Columbus to supervise 
the opening of the store. 


Two Louisville Stores Closing 


LOUISVILLE—Feltman & Curme, cor- 
ner of Fourth and Liberty Streets, are 
selling out, preparatory to closing the 


Louisville store. Another shoe store, 
that will be: missed in Louisville is the 
Cantilever Shoe shop, which is liqui- 
dating its stock by order of the trus- 
tees of the main firm. The Louisville 
store will be closed. 

The shoe business in general is show- 
ing an upward trend in this city. The 
sale of white shoes has already a ‘e- 
cided impetus, and the Derby stimu- 
lated general buying, all of the stores 
enjoying a good business. 
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Rents on Percentage Basis 


SEATTLE—The shoe dealers of the 

ah Pacific Northwest, in the large centers 

eo Oe A ae wa to do without. especially, are interviewing their land- 
, iy se lords with a view of having some dras- 


nile books and games ed information 
that make {deal yet inexpen- tic cuts made in their rents, and sev- 


sive shoe f 
. eee Bescay rag aoe Co. eral in signing up new leases are put- 


WH ITMAN PUBLISHING CO. ting the rents on a percentage of sales 


udios® WKS basis. 
Boot AND SHOE RECORDER 


combining THe SHOE RETAILER, June 25, 1932 65 





















































BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill............. 54 
Bass, G. H., & Co.,; Wilton, Me............ 54 
Blog Shoe Findings Co., New York City... 54 
Bob Smart Shoe Co., Milwaukee, Wis...... 25 


Booth, Walter, Shoe Co., Milwaukee, Wis. 38-39 


Chase, W. S., & Sons, Haverhill, Mass..... 56 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
rt Ti ere Ti Lee ee 52 


00559566000 000000 0006 cere ree ceoee 60 

Ebberts, John, Shoe Co., Buffalo, N. Y..... 54 
Edwards, J., & Co., Philadelphia, Pa., 

Back Cover 


Evans, L. B., Son Co., Wakefield, Mass.... 56 


Ford, C. P., & Co., Rochester, N. Y....... 61 
Freeman Shoe Corp., Beloit, Wis.......... 10 
Freeman-Thompson Shoe Co., St. Paul 
DUC ECW cai ded sn o08 4036s 006.8 40s van ee ere 56 
Hill Bros. Co., Hudson, Mass.............. 6-7 
Hoge-Montgomery Co., Frankfort, Ky..... 1 
Juvenile Shoe Corp., Aurora, Mo........... 51 
Keith, Geo. E., Co., Brockton, Mass....... 40 
Mishawaka Rubber & Woolen Mfg. Co., 
ET NIL. osus-oa.n' 4 6:4 '09:0 4 9 0.50.00 00's 23 
Kendall Shoe Co., Haverhill, Mass......... 58 
Nettleton, A. E., Syracuse, N. Y........... 52 
Old Colony Shoe Co., Brockton, Mass...... 52 
Packard, M. A., Co., Brockton, Mass....... 52 
Reece Wooden Sole Shoe Co., Columbus, 
SS rE ee pee 58 
Reed, E. P., & Co., Rochester, N. Y....... 53 


Rice-O’Neill Shoe Co., St. Louis, Mo., 
Second Cover 
Richards & Brennan Co., Randolph, Mass.. 52 


Roberts, Johnson & Rand, St. Louis, Mo... 29 
Roth Shoe Co., Philadelphia, Pa........... 54 


Smith, J. P., Shoe Co., Inc., Chicago, Ill... 54 
Stacy-Adams Co., Brockton, Mass......... 52 
Stetson Shoe Co., So. Weymouth, Mass.... 8 


Tupper Slipper Co., Brooklyn, N. Y........ 48 


Wiswell Treanor Shoe Co., Cedar Grove, 
SPU Vand G Ue ees ybR ib cs n6000s cade vdiwece 56 


LEATHER AND OTHER MATERIALS 
Allied Kid Co., Boston, Mass.............. 33 





IN THI 


A BuyING GUIDE TO 
OUR ADVERTISERY 
(oe... | 





Amalgamated Leather Cos., Inc., Wilming- 
ton, Del. 


Amer, William, Co., Philadelphia, Pa...... 55 
Armstrong Cork Co., Lancaster, Pa........ 4 


Bayer-Robertson Leather Corp., New York 
OS © oc cata ce daddwiewsenbeevenseaneees 


Dewey & Almy Chemical Co., Cambridge, 
BE, cs cccaccnecesadeebeneeges Front Cover 


Evans, John R., & Co., Camden, N. J...26, 27 
Felters Co.. The, Inc., New York City..... 37 
Levor, G.. & Co., New York City......... 2, 3 


Ohio Leather Co., Girard, Ohio............ 31 


Surpass Leather Co., No. Phila., Pa....... 41 
Young C~>., Richard, New York, N. Y...... 41 
Ziegel Eisman Co., Boston...........+.+++ 41 


MACHINERY, LASTS. MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 


Conaway-Winter Studios, Brooklyn, N. Y., 
Third Cover 
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United Fast Color Eyelet Co., Boston, Mass. 67 
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Mitchell Mfg. Co., Portsmouth, Ohio...... 58 


Shoe Lace Co., Ltd., Providence, R. I...... 57 


SHOE STORE EQUIPMENT 


Grand Rapids Store Equipment Co., Grand 
Rapids, Mich. 4 


Imperial Bit and Snap Co., Racine, Wis... 61 


Shoe Form Co., Auburn, N. Y............. 52 
MISCELLANEOUS 
Boston Shoe Fair, Boston, Mass........... 47 


Kirsch-Blacher Co., Inc., New York City... 65 
Orthomec System, Boston, Mass........... 65 


Mandel Engraving Co., Milwaukee, Wis.... 65 
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Outings and Golf 


[CONTINUED FROM PAGE 24] 


Boat Committee— William Noll, 
chairman; Harry P. Lynch, P. J. Barry. 

Tickets Committee—Thomas A. De- 
lany, chairman; William Noll. 

Hospitality Committee—Thomas A, 
Delany, chairman; Charles W. Morrill, 
Harry P. Lynch, P. J. Barry, L. B. Cub- 
bison, James G. Lunney, E. S. Murray, 
Albert Doyle, Edric R. Taylor, Thomas 
Cogswell, Carroll R. Brown, John T, 
Hollis, Dudley Seaver, Robert Adams, 
H. P. McNulty, R. F. Doyle, Louis H. 
Salvage, Walter C. Rapp, V. H. Thomp- 
son, Clarence N. Cogswell, John S, 
Whittemore, S. L. Curry, John W. Hig- 
gins, George A. McIntire, William Noll, 
Fred Small, D. J. Tobin, C. F. Emerson, 
A. A. Hazelton, M. J. Lambert, George 
B. White, Fred J. Moynahan, Joseph 
M. Geary, J. P. Thomas, Martin Lan- 
dry, Frank N. Terhune, H. C. Kleeman, 
George Lovely, George L. Ashe, P. A. 
Craft, Charles E. Joss, T. E. Murphy, 
D:. F. Quigley, John L. Stanton, John 
F. Sullivan, Albert N. Blake, E. J. 
Rafter, Merrill Garcelon, Sam L. Slos- 
berg, Clayton Emerson, G. T. Byam, 
L. F. Burdett, George D. Tucker, Frank 
D. Riley, John J. Whalen. 

Committee on Golf Tournament— 
Lester E. Packard, chairman; Thomas 
A. Delany, chairman ex-officio; William 
J. Fallon, Charles C. Hoyt, Major 
Charles T. Cahill, A. C. Davenport, 
W. J. Larkin, A. N. Blake, W. E. 
Doyle, James H. Stone, George J. 
Lovely, Frank P. Rowbotham, David R. 
Goodin, F. D. Armstrong, Frank M. 
Bohr, Nicholas Wilcox, Leonard Bur- 
dett, Hector E. Lynch, Jr., William E. 
Gill, Major E. A. Rainey, James J. Lun- 
ney, John T. Hollis, George B. White. 





Ideas Count Most 
[CONTINUED FROM PAGE 30] 


were painted lettuce green. They may 
be purchased at the Five and Ten for 
a penny apiece. 

“Above, on the brown paper, we put 
the price again, in large figures cut 
from 12 cents’ worth of green display 
board. 

“We found that there was a ten- 
dency for the brown paper to buckle 
away from the window due to the nat- 
ural sway of the large glass, so we had 
to use pieces of lath as flexible braces 
at three points along the back. 
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EVEN the small boy is caught in the modern 


demand for speed. He is learning by imitation 
to drop the non-essentials. He wants shoes that 
lace quickly and easily. Lacing Hooks are what 
he needs, and parents will welcome the advan- 
tages they give. Point out the benefits of lacing 
hooks to all customers for boys’ shoes. 


TUBULAR RIVET & STUD COMPANY 


United Shoe Machinery Corporation, Selling Agents 
: 140 FEDERAL STREET -:- BOSTON, MASSACHUSETTS 
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THE /ERVICE If FREE TO YOU 





TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 


The RECORDER however will forward all 
letters and catalogs received from manu- 
facturers promptly to the inquirers. Please 
refer to code identifying number. 


N 1072. Women’s novelties to retail at 


$3.50 and $4.00. 


N 1073. Men’s popular priced work shoes. 

N 1074. Riding boots in stock at medium 
prices. 

N 1075. Barefoot Sandals. 

N 1076. Women’s spiked golf shoes to re- 
tail at $5 and $6. 

N 1077. Women’s high grade and medium 


grade corrective footwear. 
1078. Price cards for window shoes. 
1079. 
1080. 
1081. 
1082. 


Labels for socklinings. 
Women’s sport shoes. 
Women’s comfort shoes. 


Women’s medium grade and high 
grade dress shoes. 

1083. Pajama Sandals. 
1084. 


1085. 


Souvenirs for children. 
Window trimming materials. 
Foot measuring devices. 
Clips for price tickets. 

Price ticket stamping device. 
Display art panels. 

Shoe dyes and dressings. 


Popular priced beach sandals for 
growing girls. 


Foot stools of the latest type. 
Chirepody schools. 

Men’s tap dancing oxfords. 
Men’s wooden sole shoes. 


1091. 


1092. 
1093. 


Plans for remodelling store and 
store equipment. 


1097. Store Fronts. 


1098. Store seating plans. 


222 22222 222222222 = 2222 


Medium priced walking boots 
with 16” top for growing girls. 


1100. Men's house slippers to retail 


from $1.75 to $2.50. 






























For Your Convenience We List the 
Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Bookkeeping Systems 
Book on Leather Industry (Free) 
Book on Rubber Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 


Rarefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Orthopedic 

Soft soles 


Chiropody Schools 

Dye Manufacturers 

Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 


Hosiery: State Grade 
Children's 
Men's 
Women’s 


Labels: 


Carton 
Woven 


Lighting: 
Interior 
Windows 


List of Union Stamp Factories 


Men’s Division, State Grade: 


Army shoes 
Cowboy boots 

Field boots 

High cut shoes 
Moccasins 

Safety shoes 

White canvas shoes 
Work shoes 





N 1101. Men’s white canvas oxfords me- 
dium price. 

N 1102. Men’s good line of stock shoes to 
retail from $3.00 to $5.00. 

N 1103. Women’s good line of stock shoes 
to retail from $3.00 to $5.00. 

N 1104. Chromium plate fitting stools. 

N 1105. Metal window fixtures. 

N 1105. Shoe Carton Labels. 

N 1107. Valances. 

N 1108. Stock Cartons. 

N 1109. Electric signs. 

N 1110. Modern Set Second Hand Show 


Window Fixtures. 
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Slippers: 
Dancing 
Dress 


Felt 
Leather 


Tap dancing 
Wool 


Active Sports Shoes: 
Aviation 
Basket ball 
Baseball 
Bowling 
Boxin, 
Campin 
Footbal 
Fishing 
Golf 
Gymnasium 
Hunting 
Riding 


s 


occer 


Tennis 
Track 


Rubber Goods 
Resident Buyers 


Ridin 
Store 
Store 


g Boot Accessories 
Fronts 
Equipment: 


Store seating plans 
Show cases 
Ladders 

Shelving 

Valances 


x 


-Ray machines 


Foot rests for shine stands 
Fitting stools 


Mirrors 
Stock Cartons 


Shoe 


Laces 


Signs, Electric 


Stock 


Keeping Systems 


Souvenirs: 
Books 
Dolls and doll shoes 
General souvenirs 


Shoe 
Shoe 
Shoe 
Shoe 
Shoe 
Shoe 
Spats 


Cabinets 

Dressings and Dyes 
Findings 

Heels 

Ornaments 

Trees 


Trade Mark Directory of Shoes, etc. 
($1.00) 


Vamp Rollers and Stretchers 
Women’s Division: 


Dancing— 


Ballet 


Tap 
Russian boots 
Dancing sandals 


Camping boots 
Orthopedic shoes 
Riding boots 
Sport moccasins 
Sport shoes 


Party Slippers 
House Slippers 
Windows: 
Corrugated decorative paper 


Cc 
B 


lips for price tickets 
ackgrounds 


Display art panels 


F 


loral decorations 


Reflectors 

Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 


Show card service 
Arch Support Shoe Stands 
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